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Shoes soled With Armou 
quality bend soles 
also add to the comfort of the wearer. ian 
| to ; ; rop us a line for booklet giving 
The flexibility of this sole is felt as soon more information on the wear- 
as you slip the shoe on your customer’s value of Oil-Tan Soles. 
foot. The shoe needs “no breaking in,” 
which is an added selling feature. 


These soles have all been cut from the 
bend and our oil treatment increases the 
water-resistant qualities. 


Be sure your new shoes have this longer- 
wearing sole that has been identified with 
the Armour name... a name long known 
for expert tanning. 


“LEXI pn yty « pURABY 


leather and: 
OIL-TAN § 


“ARMOUR LEATHER COMPANY 


CHICAGO BOSTON NEW YORK 
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His job is earning the daily 

", bread...not buying it! 

‘y » When it comes to spending, 

' he bows to the Queen of 

Purchasing Power...the 
American Mother. 


Does her Majesty selfishly cater to her own 
whims? No sir! Her children are the power 
behind her throne. Show a mother why Trimfoot 
Pre-School Shoes are better shoes for her chil- 
dren to wear and you've got a regular customer. 


Tell her how they're made by the Trimfoot Process 
to achieve the utmost in flexibility .. . how “Five 
Point Foundation: Fitting” assures accurate fit 
with ample room for toe wiggling and growth. 
She'll be delighted to learn how patented 
*“Cuddle Back’’ heel construction, the most sig- 
nificant development in children’s shoes in a 


decade, helps prevent the shoe from breaking 
down with wear...removes the necessity for 
injurious tight lacing...eliminates the inside 
seam at the heel and holds the heel back where 
it belongs. Tell her this and you'll be rewarded 
with business for the whole family! 


Trimfoot Pre-School Shoes are 
made in half sizes from 3 to 
6 in C and D widths to retail 
for $2.25. Sizes 6'/2 to 9 in 
B, C and D widths to retail 
for $2.75. 


EFFECTS OF WEAR 


You be the judge! Sample will 
be rushed on memo billing. 
Send for it today! Write Trim- 
foot Company, 4060 Forest 


Park Bivd., St. Louis. BUT THIS .. 


Yes Sit, He's a Daddy! 


TRIMFOOT PRE-SCHOOL SHOES 


*PAT. PEND. 
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SUCCESS results more 
existing public needs than 








Out of all the women in the U. S. who buy a new pair of 
shoes at the start of a season, undoubtedly the greatest 


number choose all-white footwear when warm weather 


starts. 





often thru satisfying 
by attempting to displace them 


To these millions of women, all- The entry of more color, of play 
white kid shoes are necessary acces- _ shoes, casuals, etc., does not affect 
sories . . . as indispensable as any _ the stability of the white kid shoe 


shoes could be for any other season. __ if sound retailing prevails. 


These novelties obviously should be extra pairs, not displace- 
ments of staple, dependable sellers, otherwise they shrink 
dollar volume and dollar profits. You do not know at what 


low price casuals and play shoes will be sold! 


You do know the demand for good shoes made of LEVOR 
white kid. 


Order your full season’s requirements of white kid shoes with complete 
confidence that your store will get the most desirable business if you 


have adequate selling stock in these best selling white leathers... 

















WHITE GLAZED KID WHITE MELLO CRUSH WHITE KID SUEDE 
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THE QUALITY 
BOX TOE 


i PAiichial Paley is itl ‘side’ is’ snail 


comfort. It is the fusion of lining, 


doubler and box toe into one unit that 


Appearance and comfort are prime 


factors at the point of sale. . . . By 


producing box-toe perfection in pairs, 
Celastic provides eye appeal . . . and 
buy appeal. 

After the sale, Celastic continues in 
its function . . . maintaining carefully 


formed toe character . . . insuring toe 


prevents the discomfort of wrinkled 
linings. 

Consumers find Celastic “Trim on 
the Foot.” Shoe men know Matched 


Pairs are “True to the Last.” 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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IT’S AS SIMPLE AS PICKING UP YOUR PHONE 


The real foundation of the shoe business and the most 





essential element in retailing shoes is FIT . . . Until you 
can fit every foot that comes into your store, you haven't 
a complete, well-rounded fitting service. The answer is 


simply to add Miller Health Shoes to your setup. 


They are smart, beautifully made shoes, built over scien- 
tifically developed lasts. They carry a fine mark-up and 


will give you a fresh new source of profit on a small in- 






vestment, due to a complete in-stock service. 
Ne. 2277-—-Drestred Last 
—White krinkle kid vamp 
quarter and tongue—14/8 


wood k heel. . ° 
AAA vio DS. tw 0. Go on—take the step right now. Just write us a penny 
n ock. 


postal card as follows: “Miller Shoe Co., Cincinnati, 
The Miller Health Shoe set-up is 
the most complete, unadulterated 
foot-help program to be found No obligation.” 
anywhere. It’s a natural for deal- 
ers who have a knowledge of 
orthopedics plus a desire to cash 
in on it. 


Ohio; Recorder ad interesting. Send further details. 







NEW YORK OFFICE WEST COAST WHOLESALE DEPT. CHICAGO OFFICE 
754 Marbridge Bldg. 690 S. Bonnie Brae, 1208 Kepublic Bldg. 
Les Angeles, Cal. 
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THE MILLER SHOE COMPANY .. . COOK and ALFRED STS. . . . CINCINNATI, OHIO 
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For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. 


To Retailers: 


Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. ~ 








f= 











For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 
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Fieeced-lined shoes of this type, 


for leisure wear, are improved 
when the WAC SKI BOOT LOOP 
is used as a lace carrier. In addi- 
tion to creating a novel decora- 
tive effect, ski boot loops are ideal 
for footwear that can be quickly 
slipped on or off. Laces release 
and loosen smoothly, yet allow 
a perfect adjustment for support 


and comfort. 


W/E round ski boot laces, made especially to 
run freely through the ski boot loop, are ovail- 
able in harmonizing shades — or in red, white, 


blue, green and yellow for colorful contrast effects. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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HITCH YOUR WAGON TO THE 


FLORSHEIM ADVERTISING HISTORY 





FLORSHEIMS 


IN FULL COLOR!/\==== 








... and almost full size are making their bow to 

nearly *five million readers of Collier’s, Time, 

and Esquire this month. Just one of the many Colliers 
reasons why Florsheim dealers are anticipat- Issue of March 29 
ing the biggest Easter business in their history! 

*In addition to 56 million who will see Florsheim black- 

and-white advertisements in Post, Collier's, Life, Time, and 23 I M E 
Esquire. Write today for a catalogue of Florsheim stock Issue of March 31 
styles for Spring. 


TO RETAIL AT ‘O° and $1() faq UULL 


MOST STYLES April Issue 


THE FLORSHEIM SHOE COMPANY Manufacturers CHICAGO 
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BOOT AND SHOE RECORDER 


J. %L. “TIM” TODD, assistant 
sales manager of Geo. E. Keith 
Company, Brockton, Mass., says: 

“May I applaud vigorously this 
paragraph in the Boot anp SHOE 
RECORDER: 

“‘If every man will do a better 
job at the fitting stool, the problem 
of price (be it five or ten cents, a 





quarter or a dollar more) is not 
so vitally important in the more 
active world we are riding into. 
Better pitched salesmanship at the 
fitting stool wouldn’t hurt this in- 
dustry at all, at all.’ 

“We at Walk-Over are ‘bugs’ on 
the subject. In the course of a 
season we try on literally thousands 
of pairs of shoes, in an effort to 
arrive at reasonably perfect fit. Fit- 
ting is one of the most important 
subjects, not only at the fitting stool 
but in the life of a business.” 
SALESMEN who visit factories 
have long learned that patience and 


Of the 


| 
HANDLE 


perseverance are cardinal virtues, 
but that delays in the dark of a 
dismal interior, with or without a 
chair, are inevitable. But salesmen 
who visit the Wohl Shoe Company 
of St. Louis make themselves known 
at the Information Window and re- 
ceive a little card, saying: 

We are glad to have you call. It is 
an important part of our business to 
keep in touch with new develop- 
ments and changes in products and 
services. Can you tell us something 
new .. . something we should know 
... or show us how your equipment 
or service can help us do a better 





“We also have salesmen on the 
road, and we know they receive a 
cordial welcome from their custom- 
ers. The practice of the Golden Rule 
should begin at home, so we shall 
keep you waiting no longer than ab- 
solutely necessary. 

“Thank you for coming to see 
as. 


[11] 
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**QHOE - MATES,” an organiza- 
tion composed exclusively of young 
women employed in the shoe busi- 
ness in the metropolitan area of 
New York, rates a V.T. (Voice of 
the Trade). Women play a part in 
shoes. They are not only wearing 
them but are carrying a good deal 
of the load of business, as we have 





found out over the years, observing 
shoe business women at their desks, 
factories, tanneries, sample offices 
and in shoe stores. Their work is 
auxiliary to man’s work as maker 
or distributor. It is therefore inter- 
esting to note that “Shoe-Mates” is 
now officially acknowledged. 
Organized a few months ago, the 
young ladies patterned the organ- 
ization for a two-fold purpose, 
namely, to serve as a social club 
and, secondly, as a “welfare” group, 
with benefits to be confined to its 
members. The ambitious young 
ladies look forward to the day when 
they will be as recognized, perhaps, 
as the Travelers. Meetings are held 











[12] 


bi-monthly on Monday evenings and 
the meeting room (Suite 1142 Mar- 
bridge Building) has thus far been 
provided through the courtesy of 
D. S. Macdonald, manager of the 
building. 

The officers of the new organi- 
zation are: Evelyn Bernstein of 
Valley Shoe Corp., president; Mary 
Goldman of Green Shoe Co., vice- 
president; Mildred Kane of Wolff- 
Tober Shoe Mfg. Co., treasurer; 
Iris Black of Paramount Shoe Mfg. 
Co., secretary; Ethel Shulman of 
Endicott-Johnson Corp., secretary; 
Fritzi Tuckman of Fern Shoe Co., 
sergeant-at-arms. 
oJ OE R. MASON, manager of the 
Shoe Department of I. Holtzman, 
Inc., at Dotty’s, Marion, IIl., says: 

“What do you mean ‘Play Shoes 
for Country!’ Our store is not 
large, but definitely very modern 
and would be a credit to any large 
city. It could take its place along- 
side the best and newest, and it’s 
in a small town in Southern Illinois 





—Marion, Illinois, with a popula- 
tion of 9500 people (country peo- 
ple). We are in the country and 
are country people. Though the 
shoe fits, we do not like to wear 
it—that is, in so many words. 

“I would like to refer you to the 
paragraph where the play shoe 
manufacturer stated ‘he does not 
want to see women wearing his 
shoes in town.’ We sell play shoes 
and casuals and do a good job of 
it, too; but I couldn’t say to my 
customer: ‘Lady, this shoe is defi- 
nitely a play shoe and should only 
be worn in the country.’ I can 
imagine just what her answer would 
be. Anyway, our people like the 
same things the people like in the 
larger cities. Their tastes are the 
same. The only thing is their week- 
ends are not spent in the country to 
get away from it all. It might be 
just the reverse; we might go to 
the big city. 

“So let me say, suppose ror me 
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—There must be a few simple- 
minded people today who still be- 
lieve in Peace; and to such | 
heartily recommend Miss Sonley- 
man's : "The Vision of World 
Peace In Seventeenth and Ejigh- 
teenth Century France." 

—Over six hundred years ago Pierre 
Dubois (who died in 1312) first 
suggested an International Court 
of Arbitration. 

—And three hundred years later 
(1623} Emeric Crucé presented a 
more complete recommendation 
based on his thought that “war 
had had its day and should be 
abolished forever." He urged the 
establishment of peace through 
racial tolerance, free commerce 
and equality of responsibility for 
general welfare. 

—So you see, although there have 
been only three hundred years of 
world peace during the past three 
thousand years, there have been 
a few simple souls who believed 
that Peace was preferable to 
War. 

—Possibly War is a natural con- 
comitant of Progress—an index 
of Civilization—but I'd hate to 
think this might be so. 

—lI'm wondering what our children 
and their children will say. 


a 


President 





general public we class the play 
shoe in the casual shoe group, and 
not hurt anyone’s feelings. We 
might even sell more shoes that 
way.” 
7 * * 

KKENNETH TAYLOR, vice-presi- 
dent of John Taylor Dry Goods Co., 
Kansas City, Mo., says: 

“The store must convince its pub- 
lic that it is not a robot (or should 
I spell it ‘rob-it?’). We are still 
fighting the traditional customer re- 
action to store-keeping since the be- 
ginning of time . . . that storekeep- 


ers were sharpers, even little better 
than crooks. 

“Your public is never static, but 
maybe your business is. If you de- 
sire to sell more merchandise to 
more people you must better ac- 
quaint yourself with your customer 
public and then make plans more 
in keeping with how they like to be 
pleased. Management should be the 
arbiter that harnesses merchandise 
supply with sales effort. 

“Your customer public does not 
want glib, quack words. It wants 
honest merchandise, fairly offered, 
which avowedly is already the pur- 
pose of your establishment. It also 
wants to be pleasantly served in all 
store contacts. Perhaps we should 
make ‘pleasant purchasing’ the 
stores’ watchword with all store ac- 
tivity predicated upon it. You 
should know your sales force. If 
they are accorded nice treatment 
from management, in like propor- 
tion can they be expected to be bet- 
ter bred in their customer contacts. 
Cultivate your sales clerks’ good will 
so they, in turn, will treat your cus- 


tomer public in like manner.” 
. * 





eJOSEPH SMITH, whose friends 
say is the “youngest” old-timer in 
the game, is in charge of the Phila- 
delphia office of the Endicott- 
Johnson Corporation, which has 
been moved to 66 North Fourth 
Street, after nearly thirty years of 
uninterrupted service in their for- 
mer Third Street location. When 
first opened, the Endicott-Johnson 
office on Third Street was in the 
heart of the Philadelphia wholesale 
shoe market, but a gradual exodus 
to Fourth Street created a new cen- 
ter. 

Joe can boast of more than fifty 
years in the shoe game and a pop- 
ularity vote of shoe retailers within 
fifty miles of “Philly” would prob- 
ably give “Smitty” a runaway 
plurality. Joe asked the Boot anp 
SHoe RecorDeR to extend this in- 
vitation to all his friends: “Drop 


in to see me in our new location.” 
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THE irrepressible Gene Ward, 
manager of the Morse & Haynes 
store in Springfield, Mass., says: 

“I am pretty well fed up with this 
trick automobile advertising, so 
when a salesman from whom I have 





bought four cars came in the other 
day and asked: ‘What do you charge 
for those darned Arch Preserver 
shoes now?’ I replied: ‘Seven-fifty 
F.O.B.” 


“*That’s better,’ he said. ‘I paid 
$10.00 for the last pair.’ 

“So he selected his shoes and 
when he stepped over to the wrap- 
ping desk, I presented him with the 
following itemized bill: 


Shoes $7.50 stripped 
Express 5 
Toeboxes 50 
Heels 50 
Shanks 25 
Linings 35 
Laces 10 
Eyelets 25 
Insurance 40 


Total $10.00 


“He nearly hit the roof, where- 
upon I said: ‘You advertise your 
car $690.00 F.0.B. but I paid you 
$940.00 for it because I needed all 
those extras, plus freight charges, to 
make it go; so I have equipped your 
shoes all complete and you can now 
walk right out on the street with 
them on, nothing more to pay.’ 

“*You win,’ he said. ‘Here’s the 


ten.’ ” 
* * * 


THE production of leather foot- 
wear in Canada (from returns of 
219 out of a total of 220 factories) 
shows a production of leather shoes 
of all types (including shoe pacs, 
moccasins and slippers): Men’s, 
8,391,793; boys’, 1,276,940; wo- 
men’s, 12,043,426; misses’ and chil- 
dren’s, 3,413,390; babies’ and in- 
fants’, 1,135,539—with a grand to- 
tal of 26,261,088 pairs. As a 
method of comparison, we in the 
United States make more pairs of 
shoes in any one month than the 


annual total of Canada’s shoe- 
making. Our grand total was 398,- 
000,000 pairs in 1940. 

7 * * 
$* NOTHING short of sensational” 
is how Fred R. Morgan, Jr., shoe 
buyer for Bullock’s Men’s Store, 
Los Angeles, sums up the early 
Spring shoe buying trend. “We 
have not had a let-down in sales 
since the first of November. Now 
with the warm Spring sunshine with 
us here, sales of all casual types are 
taking on even greater sales spurts. 
All patterns of these shoes are kept 
far removed from the regular street 
kinds, yet there is nothing freakish 
in the set-up. 

“One shoe which we developed 
for our own use has made a tre- 
mendous hit. A cowboy riding boot 
was adapted to a casual shoe. It 
was made of natural saddle leather, 
had hand tooling on the instep and 
the saddle strap, exactly like the 
original boot. Even the toe treat- 
ment was the same as a cowboy 


(13] 


“This shoe made a tremendous 
hit at Palm Springs, as well as at 
the Los Angeles store. It was also 
developed in a corresponding shoe 
without the hand tooling. Each shoe 
was marked “hand tooled.” Then 
to give the shoe even more distinc- 
tion, a cow pony cut out of the same 
leather used in the shoe is attached 
to each pair. This just goes to show 
what original design and color is 
doing to the men’s shoe business in 
making it the fast moving and in- 
teresting business that it is now.” 

* ” 7 
STANTON GREISEN of Greisen’s, 
Sturgeon Bay, Wis., says: 

“The REecoRDER editorial in re- 
gard to ‘Owner-Operated’ versus 
‘Independent’ hits a vital spot. I 
never did like the word ‘Indepen- 
dent’ because I have felt that it gives 
the general public the impression 
that you are too ‘independent’ and 
if there is anything the public dis- 
likes, it is the fact that a merchant 
thinks he is not ‘dependent’ on 
them.” 
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"You'll either have to give up selling brushes or keep your foot out of door ways.” 
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Our Industry’s 


Contribution 


To National Foot Health 


How the National Defense Program Tends to Arouse 


a New Interest in Proper Shoes and Correct Fitting 


BRETAIL shoe stores the country over, and particularly 
those that are interested in the sale of special feature 
shoes, will join in the promotion of National Foot 
Health Week, April 21 to 26. This year the annual pro- 
motion will be staged under circumstances that should 
make the public particularly responsive to this sort of 
an appeal. The examination of hundreds of thousands 
of young men for selective service is making, not only 
them, but their relatives and friends and the people at 
large more conscious of the part that normal healthy 
feet play in the activities of life. 

America’s war preparations inevitably tend to make 
all Americans more serious and practical, more aware 
of the kinds of shoes and clothing that will be necessary 
for the tasks they will be called upon to perform during 
the emergency, whether their service be of a military 
character at home or abroad, or merely one of the thou- 
sand and one civilian occupations that become more 
strenuous and difficult under the stress of war. In either 
case a high degree of efficiency is called for, and regard- 
less of the part they play in the nation’s wartime effort, 
people should be more receptive to the argument that 
now is the time to prepare themselves for the job with 
shoes that are proper and suitable. 

There is another factor in the war situation that 
should have a distinct bearing on the promotion and 
sale of special feature shoes. Judging from present in- 
dications many people will be required to walk more 
and ride less. Already intimations are coming out of 
Washington that the public may shortly be asked to do 
without new automobiles. Even if that doesn’t come 
to pass immediately, auto prices will be higher, satis- 
factory trade-ins will be more difficult to arrange and 
more people will be walking when the old jalopy is out 
of order. All of which has a tendency to make people 
more foot conscious and more interested in the walk- 
ing types of shoes. 

While these influences tend to promote an increased 
customer interest in foot health and thereby stimulate 
sales of special feature shoes, other forces are at work 


Wustration on opposite page shows official Foot Health 
Week poster design, reproduced in the official colors 


which will be viewed with concern by manufacturers 
and merchants alike. Shoe men who are old enough 
to recall what happened during the last war will re- 
member the controls imposed by the government, the 
more drastic of which were just about to be applied 
when the war ended. Regulations for the control of 
business will be much more drastic this time, as evi- 
denced by those which have already been put into 
effect in the case of aluminum and other metals needed 
for war-time production. 


EVEN before the present emergency, the Bureau of 
Home Economics of the Department of Agriculture had 
set in motion an exhaustive survey of the shoe indus- 
try and received a report covering 91 typewritten pages, 
devoted to shoes in relation to foot health. This report 
was of a confidential character and has not been re- 
leased for publication nor is it available to the shoe 
industry. Its general tone is critical, not only of the 
shoe industry and chiropodists, but also of the medical 
profession whom it charges with having failed to take 
a proper interest in foot ills and structural defects ol 
the human foot. It maintains, however, that, in the in- 
terest of public health, the medical profession rather 
than the shoe manufacturers and merchants should be 
charged with the responsibility of caring for foot 
troubles. 

While the report recommends a reasonably broad- 
gage program of education and co-operation among 
the various agencies interested in foot health, it also 
reflects in a considerable degree the old-time prejudice 
of the medical profession against the practical work 
of the shoe man in fitting and recommending shoes 
adapted to abnormal foot conditions. It takes the posi- 
tion that shoe men, including manufacturers, retailers, 
appliance manufacturers and repairmen are attempting 
to “diagnose and treat physical disorders which they 
have not had the training to understand,” and concedes 
that this is “largely because the medical profess‘on has 
passed on its responsibility to them.” At the same 
time it underrates the painstaking research, study and 
practical work which shoe men in the manufacturing 

[TURN TO PAGE 35, PLEASE] 








@NE of the reasons why Foot Health Week is recom- 
mended as a cooperative event is that, working together, 
much more can be done than when stores “go it alone.” 
Few stores can afford an all-inclusive program, such as 
can be undertaken when a well organized cooperative 
program is used. For example, how many stores could 
attempt a Foot Health Week promotion that included 
newspaper and direct-mail advertising, window and in- 
store displays, build-up of news stories and feature re- 
leases, personal and radio talks, outdoor advertising and 
contests? Yet all of these help to make a complete pro- 
motion—and with the exception of newspaper ads and 
displays featuring the individual store, all can be handled 
as well or better, cooperatively. In fact, cooperative 
handling of the promotion of the idea and purpose of 
National Foot Health Week will win more outside co- 
operation and interest, simply because the selfish angle 
involved in one-store promotion (in the minds of the 
public) is overcome. 

Among the promotion angles that can well be handled 
cooperatively are radio talks and announcements, and 
direct-mail features emphasizing the pleasures and bene- 
fits of foot health, stressing how to prevent or overcome 
needless foot troubles which cause inconvenience, dis- 
comfort and even illness among many people. 

Cooperatively, it is often possible to secure the ser- 
vices of local medical authorities and health officials 
as speakers; in a number of cases the mayor has opened 


SPREAD The VEWS 0 


the week officially, wth the endorsement of others of 
official or medical importance cooperating with their 
endorsement at a well organized “announcement pro- 
Direct Mall Advertising. gram,” followed by short talks by others over the air 
during the week. As a further suggestion, if you have 
Window and In-Store good speakers, have a transcription made of the pro- 
gram, to repeat the broadcast at other times in the day 
Displays, News Stories and Feature or days following. If some important speaker cannot 
appear at your radio t'me you can use a recording. This 
Meteness, Baie Tathes, Spesches Sefere is particularly useful if you use short periods; hardly 
necessary if you use “spot” announcements of a minute 
or two, read by an announcer. Another idea to remem- 
ber is to get the talk of important speakers to various 
groups, broadcast, as well as reported in the news- 
cessful Promotion. paper. If some people are willing to appear on the 
radio, but wish to avoid a set speech, the interview type 

of program can be arranged. 
Several years ago Boot anp SHOE RECORDER included 


Lecal Groups, Outdoor Advertising and 


Contests Are Important Aids in Suc- 








National Koot Health Week 


painful corn is telegraphing messages of misery to the 
brain, the mind cannot be given fully to outside prob- 
lems. The majority of people with flat feet feel various 
aches and pains and become very tired with a little 
walking or standing. Many bodily ailments are directly 
traceable to bad feet. 


in its Foot Health Week program a suggestion for a 
folder size, 34x61 inches, titled “Your Feet and Your 
Job.” This folder is well worth repeating now, with 
revisions. 


YOUR FEET AND YOUR JOB 


From available statistics, it is evident that more than 
$100,000,000 has been lost to industry in the United 
States each year through inefficiency caused by pain and 
discomfort from foot ills. 

With the Defense Program demanding speeding up 
and 100 per cent efficiency from every one, Uncle Sam 
has a right to expect us to keep ourselves fit—and care 
of the feet is an important contribution to our general 
health and efficiency. 

Bad feet handicap and tax our strength. They affect 
our walk and posture and our efficiency. They make 
us clumsy, tired, ill-tempered and inefficient. When a 





BB EFORE thirty, most of these foot ailments can be cor- 
rected—after thirty, many of them that have become 
more or less chronic, can be relieved. Among younger 
people, born with good feet, most of these ailments need 
never be known. How foolish, then, to perm't health 
and efficiency and even one’s job to be jeopardized, 
when the cause can be easily avoided. 

Now, during Foot Health Week, consult your shoe 
man—one competent to fit shoes correctly—one who will 
advise the attention of a chiropodist or podiatrist if 
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for National Foot Health Wee 


Here are Suggestions for a Co-operative Promotion 


That 


Will Make National Foot Health Week a Profit- 


able One for the Stores in Your Community. 


HOW can your Foot Health Week displays tell best 
WHAT your shoes and service can do for those who 
seek foot comfort—either relief from present troubles, 
or the prevention of them? How can those points best 
be dramatized—in the windows and in your store? 
This is a very important objective of your display 
program and a definite part of your selling. To ac- 
complish it you should make use of the dealer helps 
from manufacturers for shoes that you handle and also 
add every strong selling point that you can, concerning 
the shoes and your service in fitting them. Try to be 
as specific as possible, and also try to make your 
presentation as interesting and informative as you pos- 
sibly can. 

For example, if a “step by step” display pointing 
out the way you fit shoes is used, the explanations 





POSTER 


by BR. E. ANDRUSS 


might be lettered on opaque glass panes set in a box 
frame, with a light behind each closed-in glass, and ar- 
ranged so that the glasses are lighted one after the othe: 
to tell the story. Motion, light and color are easily 
used means of attracting and holding attention to dis- 
plays. Sound is also good, but a bit more difficult. 


BBACK up all these “merchandise display” ideas with 
the “event display” ideas. We means that qu te literal- 
ly—use the THEME of 1941 Foot Health Week as your 
backgrounds for your own merchandise dramatizations. 
a good tie-up with all the other stores participating in 
National Foot Health Week in your community. The 
perennial “fitting feet to keep feet fit” thought has 
been given a new slant for this year—a timelyl, patriotic 
angle “Forward on Feet That Are Fit.” Soldiers in 


Above: Red and white bunting is 

draped at ledge height from one 

to another of the small braces that 

hold the shields an inch away from 

the woodwork. This makes an at- 

tractive and appropriate depart- 
ment trim. 


Above, Right: The panel is star 
spangled and the poster is placed 
in an illuminated shadow box cut 
in the panel or set before the 
panel and spotlighted. The floor- 
ing is striped red and white. 





Left: A shield and poster panel 
offer many possibilities for decora- 
tive combinations. 











the camps, workers in the shops — men and women 
everywhere (and children too) can be appealed to by 
emphasizing different angles of this idea of the neces- 
sity of “feet that are fit.” 

Perhaps you have already noticed that California’s 
scenery and climate appeals have been changed—that 
1941 ads stress this state as a fine spot in which to 
remedy “nerve fatigue, edgy tempers, depression.” This 
health and welfare idea is particularly appropriate in 
promotion for Foot Health Week. 

“Resting your feet rests the rest of your body.” 

“No time for sit-down? Changing shoes rests you 
as you stand.” 

“Full-time effort demands fit feet.” 

“Wise heads can plan work—but fit feet are essen- 
tial to stapping up production.” 

“To give yourself a mid-day p'ck-up—change your 
shoes.” 


AND, just to prevent jealousy, here’s a Florida head- 
line, “Shining Armor for National Defense.” Some one 
has said that this year’s advertising consists of the same 
old ideas dressed up in this season’s appeal. Sounds 
trite, but it’s m'ghty important. Equally important is 
having the window and in-store displays new in both 
appearance and appeal. If cooperative promotion is 


Lda 





planned, be sure to include recognition for the best win- 
dow displays. Fifth Avenue Association held a dinne: 
at which the best windows received awards, with recog- 
nition for those who did the work, just before Christmas. 


SOMETIMES a store may feel that in-store decorations 
and displays are a lot of bother, so they simply pass 
them up, or treat them most casually. They should 
realize the importance of “atmosphere” in putting the 
customer in a buying mood, and also keeping up the 
interest of the salespeople. Likewise they should appre- 
c'ate the opportunity that in-store displays offer to “sell” 
the store’s services as well as merchandise to customers 
in the store. A big store that does a fine in-store pro- 
motion job reports that 65 per cent of their customers 
make additional purchases when in the store for par- 
ticular goods. When one realizes how important these 

[TURN TO PAGE 31, PLEASE] 


POSTER 





A star spangled paper streamer is 
used to back up the foot health 
poster, while the streamer with the 
slogan is bordered in red. The 
lettering is blue. 


HERE 


FORWARD 
OW FEET TWAT ARE FIT 
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Growing Girl’s Foot 
Calis for Special Fitting 


A SHOE store devoted exclusively to the growing girl, 
meeting her demands both as to style and sizes, has been 
opened at 3453 Lawrence Avenue, in Chicago. Known 
as the Modern Miss Shop, the store is owned by Brooks 
Brothers, who for many years have operated a family 
shoe store at 2505 W. Devon. The store carries one of 
the most varied and complete stocks of sport and dress 
shoes in all sizes in this part of the country. 

The shop met with instant success and has had a con- 
stant flow of teen age customers since it opened, Louis 
Brooks, the manager, reports. He attributes this to the 
fact that it fills one of the greatest needs in the shoe 
business. “Speaking from long experience in the family 
shoe business, I know that the growing girl is one of the 
most neglected markets. Yet as the woman of tomor- 
row, she is one of our greatest and most valuable cus- 
tomers. It is important that we cater to her desire for 
style early and at the same time satisfy her as to fit and 
comfort in her shoes. [TURN TO PAGE 44, PLEASE] 


How a Chicago Shoe Store Has Develop- 
ed a Prosperous Patronage from Teen Age 
Customers by Offering Styles Which Ap- 
peal to Young Girls in Types Designed to 


Meet Their Special Requirements. 


Above: Low heel shoes appeal strongly to girls 

in the teen age group, according to the experience 

of Louis Brooks, one of the owners of the Modern 

Miss Shop in Chicago. Fitting and style are equally 

important elements in appealing to these younger 
customers, he maintains. 
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Miami Shows Its Styles... 


Introducing the popular two-tone effect in a play suit 
and matching coat. The two piece suit has the new 
covered-up bodice top. Shown at the Roney Plaza tea. 


Cadet blue ensemble. 


Resort Shows Diversity of Themes, Sil- 
houettes, Materiale and Colors in Series of 
Fashion Shows. Among the Highlights at the 
Presentations ... Full and Slim Skirts for 
Evening, Capes for Day and Evening. Soft 
Materials and Many Draped Effects. The 


Handcraft Look Strongly Represented in 
Knitted Costumes, Beading, Embroidery and 


Hand-Blocked and Painted Effects 


The natty military cape 


borrowed from a cadet’s uniform. Introduced at 
the Miami race tracks, it met with approval. 


BRESORT styles of 1941, featured at the numerous fash- 
ion shows in the Miami area, show great variety in every 
theme. While bouffant skirts are much in evidence for 
afternoon and evening wear, there are many almost 
pencil slim silhouettes. Three themes have been devel- 
oped in every type of costume from play to evening 
clothes. These are the Patriotic, PRETTY and Exotic. 
The patriotic trend appears in military square shoulder 
capes, red, white and blue color combinations, military 
and nautical emblems and trimmings. PRETTY is the 
only word to describe many of the most interesting items; 


ribbons, laces, flowers, soft clinging fabrics, fetching 
hats—all go to make up the “pretty” effect. The third 
or exotic trend is evidenced in dramatic draperies, rich 
hues, South American, Mexican, American Indian and 
It is not a season when one must 


Not 


for many years has there been such diversity in color, 


Grecian fashions. 
follow a single trend in order to be in high style. 


fabric and trend. 
For evening one collection shows the full bouffant 
skirt, or a series of two or three skirts, one over the 
[TURN TO PAGE 39, PLEASE] 





‘dlifornia 


Has Its 








Fashion Futures} 


Los Angeles Hashion Group Stages Brilliant 














“GU AY AVERS” by Edith Head. Tie front jacket in- 


spired by Mexican boy’s shirt. 


Showing by California Designers and Manu- 
facturers. Pan-Pacifie Influence the Strongest 


in 


Chinese Tunics, Polynesian Sarongs. 


American Indian Play Clothes and Western 


Motifs. 


EBEFORE a capacity audience of over a thousand peo- 
ple California’s Fashion Futures had its first showing 
recently at the Ambassador Hotel in Los Angeles. A 
total of a quarter of a million dollars’ worth of trend set- 
ting merchandise was displayed on the runway of the 
Fiesta Room, made into a California bower of citrus 
fruits, orange blossoms, gardenias and colorful pottery 
shells. Celebrities of society, screen and stage added 
brilliant costumes to the audience. 

The city’s mayor, Fletcher H. Bowron, honorary 
chairman of the event, pointed out the new significance 
of American fashions, especially California fashions, in 
relation to world events. He said, in part: “With the 
fall of France and the elimination of Paris from Amer- 
ican style life, I believe Los Angeles has much to offer 
American women in the way of color, youth, function- 
alism, comfort and, above all, glamour.” 

Mrs. Blanche Bea Swenson was the general chairman. 
Film and custom designers included all the best known 
names on the Coast. Recent shoe styles were introduced 
by local manufacturers . . . William Joyce, Jr., Walter 
Braun, Cole of California, Alfred Cerf, who showed 


women’s shoes. Melville Kaufmann was represented 
with men’s casuals. 

In the costumes important influences were South 
American, Chinese, Polynesian, American Indian and 
Western. Craftsmanship was highlighted in many cos- 
tumes, notably in one creation of Adrian’s trimmed with, 
thousands of handmade loops. Appliqué, hand-painting! 
and blocking were also stressed. 


THE show, 


sponsored by the Los Angeles and San 
Francisco divisions of the Fashion Group, Inc., was 
presented in five scenes, characteristic of American life. 


These consisted of “Beverly Hills Back Yard” . . . Cali- 
fornia back yards, please note, include such luxuries as 
swimming pools; “At the Santa Anita Races”; “At the 
Cocoanut Grove”; “At the El Mirador, Palm Springs”; 
“On a Movie Set.” Noted commentators took the micro- 
phone for each scene. 
Exceptional among the costumes was Irene’s “AM,” 
a dolman-sleeved beige and black suit and her “PM,” 
a sensational evening dress and cape in white crepe 
[TURN TO PAGE 48, PLEASE] 





White kidskin pumps. 
Modeled by Margaret Hayes of the Fashion Group. 


























“BUMBLEBEE” by Frank Borel. Jeweled bumblebee “SUEY SIEN” by Louella Ballerino. Play suit inspired 
hovers over wild flowers and wheat on natural beigé by Chinese pagoda. Large coolie hat and linen coat, 
sailor. Green band, veil and gloves, green dress. and thick sole sandals all point to Chinese influence 









“SANTA ANITA” by Cocolino. New trend to softer “CALIFORNIA COUSINS” by Dan Scully. Twin leisure 
tailored suits seen in this Blue Grass green suit worn suits of light-weight suede, leather buttons. Twin shoes 
with chamois yellow scarf vest and swagger hat. in natural linen trimmed with brown calf. 
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Are You Too on the Esealator 


BDID you ever try to walk backwards? Furthermore, 
did you ever try to walk backwards down an escalator 
that was going up? We tried it the other day to see 
if it was possible. The reason back of it all was the 
feeling that retailing, as well as everything else, is on 
the escalator of destiny. Once you put your foot on, 
you have to go along with it. So we tried the stunt 
of backing up and so help me, the rising stairs moved 
faster than our crab-like retreat to the spot from whence 
we came. 

We are on the escalator of destiny and the little re- 
tailer is being carried along, as is everybody else. We 
won't discuss where we are going and why—but will 
stick to our premise that we should give a warn'ng that 
things are moving inexorably. It is better that we 
look at these things now, before they alter retailing be- 
yond recognition as an enterprise of free but coopera- 
tive men and merchants. 

America is ready for the bitter war-like pill but there 
is no reason for it to be sick all over. Swallow it we 
may have to but we would like to go about our ac- 
customed simple ways of retailing—because that na- 
tural function is part of life itself. We still retain some 
sense of proportion. We may have to learn to do with- 
out many things we enjoy but there is no reason, war 
or no war, why American human beings need go with- 
out shoes that serve the particular purpose of the in- 
dividualized foot of man, woman and child. 

America will swing into smooth and efficient pro- 
duction of things for war but is it wise and necessary 
. to practice disciplines upon human beings all the way 
to the point of standardizing shoes? Laugh it off if 
you want to but we saw it in the making in the last 
war. Its function then was more for the purpose of 
impressing trade and public with the fact that it must 
deprive itself of many things, and sacrifice even more 
than necessary, so that the objectivity of war effort 
could be made more and more apparent. But as we 
now stand we see no need in the future for such philo- 
sophical maintenance of morale. 

We believe it is of the utmost importance that retail. 
ing be not disrupted as a natural, normal, free func- 
tion of exchange of goods for work-dollars. We par- 
ticularly feel that any movement to standardize shoes, 
“pure-shoe” or otherwise, is just a timid step on that 
escalator of destiny that will carry on upward until even 
style is eliminated, color termed unnecessary and re- 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


tailing is put in a tight, regimented groove. The ul- 
timate would be terrible to contemplate and yet the 
thought was uttered in the last war: “Let them buy 
shoes in huge warehouses and eliminate that wide 
margin of mark-up inthe distr:bution of goods at 
retail, in stores, pair by pair.” 

There is no excuse for the circuitous campaign now 
showing itself in the consumer movement. The little 
labeling idea, because it was so effective in piece goods 
is, by the same token, considered equally protective 
of the consumer’s dollar in shoes. Kick it off the first 
step of the escalator. It may mean the beginning of 
a movement that may eventually put shoes in big depots 
or under big operation, with the implicat’on that the 
new form of super-distribution saves the public the 
difference between sixty cents cost and forty per cent 
retail mark-up in every shoe dollar. 

We are not crying wolf, wolf without cause because 
we have seen evidences of the thinking in h‘gh places 
as well as in little places. There is no excuse for the 
totalizing of our domestic trade. The normal method 
of distribution of a pair at a time, over the fitting stool, 
in shoe stores is the only true method. We must not 
accept a force-pattern now being used ruthlessly upon 
people in war zones. Every time you see an item in 
the newspapers that shows how shoes are rationed 
and regulated abroad, remember it is planting the 
seeds of economic collectivism. 

It is for that reason that we say: “Freedom of choice 
in retail stores is as important as the freedom of speech 
and the freedom of assemblage.” We must not step 
on the escalator that leads us in the collective direction 
because if we do, we will disrupt not only manufactur- 
ing and the source of supplies but that very precious 
freedom of choice that comes through retail stores and 
that is so necessary in the life stream of American 
men, women and children. Impossible, say you—vwell, 
this is the age when the impossible becomes totally 
possible. 

We have sounded the alarm because the eternal 
vigilance of every merchant in every town is needed 
to emphasize the place, purpose and principle of free- 
dom of retailing. 
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THREE TYPICAL PAIRS OF FEET 
™ TRI-BALANCE 
FREE-TREAD SHOES 


HETHER she be tall, whether she be 

small, whether she be stout—there is 
a correct fitting to the individual foot and 
its problem discomfort—in Free Tread 
TRI-BALANCE Shoes. 

Three happy women now walk “an even 
line” when they walk the Free Tread Way 
—because a sincere and thorough merchant 
decided to follow the W. B. Coon plan— 
made possible by the TRI-BALANCE prin- 


W. B. COON COMPANY 


ciple. You too have customers like these. 

You can fit more problem feet with W. 
B. Coon shoes—get a price that compen- 
sates for service rendered at the fitting stool 
—and profit in more money and more pres- 
tige. IN-STOCK and in all sizes and widths. 

Write for the W. B. Coon plan—a con- 
tinuing profit method. 


37 CANAL STREET, ROCHESTER, N. Y. 


47 West 34th St., New York City 








Above: Jay Harold Roberts, right, president and man- 

ager of the Stone Shoe Co., Cleveland, gets results when 

he indulges in either of his two recreational pursuits, 

hunting and fishing. Shown here, returning from a hunt- 

ing trip, he and his companion accounted for two fine 
deer. 


Right: Jesse Adler, president 
of Adler Shoes for Men and 
a good sport to all who know 
him, strikes a pose here in 
his Mahatma Gandhi get-up 
which won him second prize 
in a costume contest aboard 
the SS. America during a 
recent cruise. The costume 
that topped this one must 
have been a “beaut.” 


Left: Promotion-minded Les- 
ter Pincus, of Duane Street, 
New York, has lovely Gloria 
Roelly, a perfect 4B, wear 
this banner at all the shoe 
shows at which he exhibits 
to let the “boys” know he’s 
in town and also, inciden- 
tally, to model his shoes. 


Below: Loyal Fuller, Golden Gloves 
champion of the four-state area of 
Kansas, Oklahoma, Missouri and Ar- 
kansas, started selling shoes at the 
DeNeves Shoe Store, Columbus, Kan., 
and liked it so well that he’s giving 
up his fighting career for this work. 


Below: Speakers and interested participants in the opening session of 
the St. Louis Board of Education Distributive Occupations Course, “Re- 
tail Shoe Information and Selling.” Included, left to right: George Gayou, 
secretary of Missouri Retailers Association; Francis Wright, Supervisor 
of Distributive Occupations; Dr. Q. L. Drennan, noted orthopedic sur- 
geon; Charles E. Williams, chairman of executive committee, Missouri 
Retailers Association and well-known shoe retailer; Paul Hanne, buyer, 
J. C. Penney Co. and class “discussion leader”; Arthur D. Anderson, 
editor of Boot ann Suoe Recorper. 
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Pull-over by JOHN MARINO 
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A Boot and Shoe Recorder Department 


orgy rEqpe’s 


by JOHN F. W. ANDERSON 


For a Trick Newspaper Ad 


“Will the person who broke one of 
the windows of our store at 523 Main 
Street early yesterday morning, and 
helped himself to a pair of our new 
Spring shoes, please return at once for 
a fitting. 

“We admire your good taste in 
picking one of the finest models in 
our stock. 

“However, our distinctive shoes are 
known on sight throughout the city, 
and as we have a reputation for per- 
fect fitting, unless you return at once 
to check your proper size, our stand- 
ing in the community will be irrepa- 
rably damaged. 

“All is forgiven—Come at once.” 

As an illustration, we would sug- 
gest a line drawing of a little boy 
reaching in through a broken window 
for a pair of shoes, 

@:_.@..@ 


In the Swing of Things 

Here is a suggestion for the display 
of Spring casuals that really seems 
to hit the spot. It is set up in the 
lower priced, women’s shoe depart- 
ment of one of New York City’s 
largest department stores. 

A reproduction of a child’s swing, 
such as you might see hanging from 
a tree, is set up along the wall of the 
shoe department as a support for a 
casual shoe display. The wooden seat 
is about 18 inches deep and 6 feet 
wide and suspended from the ceiling 
by heavy ropes. Three seats, one 
above the other, suspended by the 
same set of ropes, would give triple 
display area and be equally useful in 
the store or background of the win- 
dow. 

eo  &..@ 


The Sale Is On! 


During a recent shoe sale in a 
Philadelphia department store, the 
salespeople in all the other depart- 


ments of the store wore a silk badge 
pinned on their coat or dress with the 
inscription: “SENSATIONAL SHOE 
SALE NOW ON! in our Fifth Floor 
Shoe Department.” 

The salespeople in the shoe depart- 
ment wore badges announcing the 
prices to which the shoes had been 
reduced. 

There is no chance of a customer 
forgetting that they saw your sale ad- 
vertised in the newspapers if they see 
these badges when they enter the 


store. 
2-2" e@ 


Eye Buy Appeal 

Hard working shoe retailers have 
proved, beyond a doubt, that men’s 
slippers can be sold twelve months of 
the year—if you try it. 

Here’s an idea seen in the window 
of the Rival Shoe Store on East 42nd 
Street, New York City, that helps to 
sell many a pair of slippers in the 
off months of the year. 

One of each model slipper carried 
by the store is fastened to a board 
—one foot wide and six feet long. The 
board, painted white, is fastened ver- 
tically in one corner of the window, 
one edge touching the glass at the 
corner, the other facing diagonally 
into the window. The slipper board 
is an eye-catcher in the corner of the 
window, and its location interferes 
“not a bit” with the rest of the display. 

* * * 


Lucky Size Sale 


As a means of keeping stocks clean, 
and to clear out broken lines, a south- 
ern shoe store stages a special “Lucky 
Size” sale twice a year in between their 
regular clearances. Shoes are dis- 
played in the window on racks with 
a card on each showing the lot num- 
ber, size and price. Large display 
cards reading, “Look for your size on 
the ticket,” calls attention to the 
broken lines of high-priced shoes of- 


EAS 
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fered at clearance prices. This store 
conducts these sales regularly and 
finds it a very effective way to clear out 
shoes that probably will never be sold 
at regular prices. The owner reports 
that the retailer is only fooling him- 
self if he thinks that he can always 
sell all his shoes at a profit if he keeps 
them long enough. “It is better to 
admit one’s mistake and start over 


s 
again. 
* * * 


Extra Profits in Extra Sizes 


Men’s shoe buyer Sidney Persons, 
of Kennington’s, in Jackson, Missis- 
sippi, has found out that it is profit- 
able for a department to build up a 
business in extra sizes if it is handled 
correctly. 

Mr. Persons has built up a trade 
of 78 regular special size shoe cus- 
tomers at $12.75. It’s a good markup 
and no “dead end” stock is left at the 
end of the season. 

When a customer comes into the 
store and hopefully asks if he can get 
a 13A, Mr. Person never says, “We 
haven’t it in stock, but we can order 
it for you.” Instead he sits the cus- 
tomer down, carefully measures his 
foot, and then tells the customer that 
the store will be glad to place the 
size in stock for his particular use. 
if he has a charge account with the 
store. And the suggestion usually 
clicks. 

The customer is asked how many 
pairs he will buy yearly and the order 
is made up on that basis. Usually 
the store orders one extra pair of 
sports shoes because the customer will 
almost always buy them when he sees 
them. 

The customer is notified by post- 
card when his shoes are in, with the 
suggestion that the store will send 
the shoes out. A regular mailing list 
invites the customer to come in for 
periodic check-ups on his size and 
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styles wanted, with the result that the 
store has the enviable record of never 
having had to make an adjustment 
of an outsize during the past two 


years. 
ae oe 


The Successful Salesman 

In a little but valuable booklet pub- 
lished by the National Cash Register 
Company, we find listed the four im- 
portant rules for successful salesman- 
ship: 

1. SMILE 

2. BE COURTEOUS 

3. KNOW MY MERCHANDISE 

4. TAKE REAL INTEREST IN 

MY WORK 











JsJ SLATER 


575 MADISON.AVE., bet. 56th and 57th Ste. 
415 Fifth Ave. (Open Thursdays "Hil 9) 
Also in our East Orange and Washington Shops 





Tell ’em in verse and you expand the 
interest of a 4” ad 40 plus. 





A Fresh Pair for Every Day 

of the Month 

“In like a lion and out like a lamb” 
seems to be as true of new merchan- 
dising ideas as March weather. Janu- 
ary and February windows are full 
of Sales, Sales and more Sales and 
most windows are as alike as two 
peas in a pod. But along comes March 
and display men begin to break loose 
as individual creators. Here’s a good 
March window seen in Ohrbach’s de- 
partment store, 14th Street, New York 
City: 

A super size calendar—eight feet 
wide by eight feet high—is built 
across the back of the window. The 
calendar figures are black on a white 
background, but instead of the thirty- 
one days of the month, a different 


style of each of the newest Spring 
shoes is fastened on the calendar in 
their place. (And just think of the 
amazement of the store if a customer 
should buy a different pair of shoes 


for each day of the month! ) 
. * * 


“Come Out and Play” 
(Mandel Brothers, Chicago) 


Seven Tested Sales Makers 

The smaller shoe merchant usually 
does not have much money to spend 
on fancy and colorful business promo- 
tions and campaigns. Possibly you 
will find some profit in the following 
ideas which have proven useful and 
effective in securing new customers 
with little or no expenditure. 

1. Circularize your neighbors. Get 
a list of names and addresses of 
people living in your trading area 
who are not filed among your regular 
customers. Mail a circular to them 
every month slowing your latest 
styles and special bargains. Insert a 
special invitation to visit your store. 
Explain your special services and of- 
fer a discount to start the ball rolling. 
(After that it’s up to you to keep 
them coming.) 

2. Introduction by phone. Pick out 
twenty or new names each week out of 
the telephone book of people who live 
near your store. Be polite when 
soliciting business over the telephone 
and offer some good bargains. (If 
you get one new customer a week, 
it will be worth the effort.) 

3. Keep your store well lighted. A 
well-lighted store attracts attention 
and draws business. It makes your 
store look clean and gives the impres- 
sion that you are doing a good busi- 
ness, and eager for more. 

4. Make it easy for people to enter 
your store. Go outside and see if 
your front door is easy to open. Cross 
the street and take a good look at 
your store entrance. Does is draw 
customers, or is it all cluttered up 
with obstructions? Does your store 
“invite” people to come in? 

5. Keep in touch with real estate 
men and public utilities. Arrange 
with gas and electric companies to 
give you the names of new residents. 
Or you might give a new pair of shoes 
to the local real estate men in ex- 
change for the names and addresses 
of 100 new members of the com- 
munity. Call on these people and 
write them personal letters describing 
your store, its shoes and services. 

6. Have your salespeople call 
people by name. Friendly salespeople 
bring more business and old cus- 
tomers back more often. Remember 
the salesmen’s selling personality will 
make or break a sale. 
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7. Offer to do extra services for 
your customers. Everybody appreci- 
ates a little something extra for 
nothing — shoe horns, laces, a free 
shine, a pad here or a little stretching 
there, an offer to deliver the shoes, a 
willingness to pick up other bundles 
in the way, a suggestion that you will 
get a handbag to match, etc. 

* * * 


“On Your Toes in play shoes that 
are an open and gay invitation to have 
fun in the sun—-at home or on vaca- 
tion!” 


(L. S. Ayres & Co., Indianapolis) 


Miniature Shoe Window 


We also recommend the following 
display case, seen in a local depart- 
ment store, as very useful to put a 
blank wall to good use. 




















The case is about five feet high by 
eighteen inches deep and overhead 
illumination fixes the customer’s eye 
on three or four pairs of the latest 
Spring styles and possibly a handbag 
or two. If it is placed near the front 
entrance, the slanting mirror will be 
especially useful as the customer will 
be able to see the color of her shoes 
in the daylight that comes in through 


the front door. 
* * * 


A Friend Indeed 


“When Your Shoe Lace S-N-A-P-S, 
Remember Our Store” is the caption 
used on attractive shoe lace card by 
one of the local shoe stores. 

The card, with laces attached, is 
sent out to customers six months after 
they buy a pair of shoes. The text 
of the message suggests that the cus- 
tomer place the card in a conspicuous 
spot on their dresser or bureau as 
insurance against those exasperating 
mornings when they are in a hurry 
and a shoe lace snaps. The idea has 
been used before, but it is good, and 


we see no harm in suggesting it again. 





BALL CUSHION 


A better term and a new 
approach to a functional 


*“trouble-spot”*° 


by 
B. J. SILVER M. Cp. 





X-ray of foot skeleton showing high point (smallest 
circle) and heads of metatarsals cushioned and 
recessed (five small ovals). 


Inner irregular circle is the dome of the metatarsal 

bones and outline of present location of met-pad. 

The outer irregular circle is the extent of the com- 
plete ball-cushion. 


WHEN walking barefooted over soft ground the 
human foot mechanism is at its best advantage. Why? 
It is then that the fulcrum and leverage action have 
full play. 
The human foot is an intricate mechanical apparatus 
comprised of twenty-six bones and two sesamoids used 
in weight bearing and locomotion. When standing 
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B. J. SILVER 


A suggested change in terminology comes to 
us from Podiatrist Silver who has had long 
experience in chiropody and foot health 
work. He here explains “the trouble-spot” 


and suggests his remedy. Editor’s Note. 


erect with both feet unshod the weight of the body is 
properly distributed. In walking barefooted over soft 
ground the bones of the foot receive no abuse, im- 
pingment or displacement. Under such an ideal arrange- 
ment muscular or ligament strain is prevented and, any 
defects, mechanical, functional or otherwise, will be 


found but rarely. 


TO be able to transfer the imprint of a relatively good 
foot, walking bare over soft ground, into the bottom 
of a shoe—with particular reference to the ball-area 
of the foot—would give the maximum degree of pro- 
tection and prevention from abuse. In plain words, the 
element of prevention and protection must be stressed 
in the making of correct shoes, be they fashion shoes 

or plain walking shoes, in high or low heels. . . . 
Medical authorities agree that more than two-thirds 
of people’s feet—considerably more so in the case of 
[TURN TO PAGE 47, PLEASE] 
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Displays for Foot Health Week 


[CONTINUED FROM PAGE 19] 


extra sales are, the idea of doing a spe- 
cially good in-store promotion job for 
Foot Health Week becomes readily ap- 
parent. 

There are a number of things you 
can do to help give your store special 
prominence as a Foot Health Center 
during this event— 

Have stocks well sized, especially your 
feature shoes. 

Have salespeople review the things 
they should know to render real foot- 
fitting service. 

Dramatize shoes and service in the 
windows and in the store. 

Use posters and decorations in Foot 
Health Week colors to gain tie-up with 
others. 

Hold a free foot clinic, or issue “Free 
Foot Examination Certificates” to be 
obtained at the store (get names and 
addresses) and presented to a local 
podiatrist at pre-arranged time. 

Sent out postcard or letter to your 
customer list, and prospects. 

Have salespeople wear ribbon badges 
imprinted Foot Health Week, April 21 
to 26. 

Have luncheon for physicians to ex- 
plain the special features of your shoes 
and service. 

Arrange to make short foot health 
talks to interested groups. 

Arrange simple contests—a letter 
telling the benefits of foot health, for 
example. 

Special evening meetings, by invita- 
tion, “Foot Health and How to Have 
It.” 

Folders on foot care, general infor- 
mation, with just a paragraph about 
yourself. 

Use newspaper ads that really tell 
about your shoes and service—not mere- 
ly a line “Foot Health Week.” 


The great national and local coopera- 
tive campaign in which you participate 
will arouse public interest in the foot 
health theme—from then on it’s up to 
you to let folks know that your store is 
a real Foot Health Center. 


Show Card Suggestions for National 
Foot Health Week 

Aching feet put lines in your face— 
choose your shoes with care. 

You can’t feel fit when your shoes 
don’t fit. 

Designed for foot comfort—styled for 
smartness—an ideal combination. 

The foundation of health is the care 
of your feet. 

Spring’s in the air—have spring in 
your step. 

For a larger measure of the joy of 
living—keep your feet fit. 

Good feet are the first step to good 
health. 

Youthful feet keep your mind and 
body youthful. 


Correct shoes are as important to 
your health as correct food. 

If you feet are chronically tired, let 
us do something about it! 

You have only one pair of feet—be 
good to them. 

A pain in the feet means a pain else- 
where in the body. 

Get your feet in shape for a busy, 
happy Summer in the sun. 

Feet rarely become impaired sud- 
denly. It’s a gradual process, caused 
by neglect. 

Looking for foot comfort? You'll find 
it here. 

Whether you need shoes to prevent 
or to correct foot ills—we have them. 

Frowns into smiles—foot comfort 
makes the change. 

Whether you know it or not, you’re 
pretty likely to look as your feet feel. 

Happy feet make cheerful features. 

Shoes that pinch your feet leave no 
room for enthusiasm. 

Foot health means increased effi- 
ciency for body and mind. 

Correct shoes, correctly fitted, are 
one of the finest Spring tonics. 

Your feet are definitely effected by 
the bodily changes that take place in 
Spring. 

Ninety per cent of all foot troubles 
we have need not be endured. 

Barring accidents, every foot that 
starts life normal should never become 
otherwise. 

A check-up of your feet and shoes 
during Foot Health Week by members 
of our trained. competent staff is the 
first step to all the happiness of foot 
health. 


Customs and Shipping Guide 


The Custom House Guide, 1941 
edition, in its 79th year, is now being 
distributed to the trade by John F. 
Budd, publisher. With domestic manu- 
facturers, due to defense requirements, 
searching the world for raw materials 
and looking for export outlets in a 
world disrupted by war, both com- 
plicated by new regulations, restric- 
tions and license requirements and 
other forms of trade barriers, the issu- 
ance of the 1941 edition of this guide 
at this time is of importance to na- 
tional defense and foreign trade. 

The new features outstanding this 
year have been the revision of the “No 
Consul List” to show the location of 
American Offi-es having consular juris- 
diction over foreign ports having no 
American Consular Offices and a sub- 
stantially increased Marine Section 
showing in color the flags and funnels 
of tow boat and lighterage companies 
for the first time, plus many additional 
steamship lines. The entire edition, at 
considerable expense, has been thumb 
indexed by sections for the first time. 
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MEN WANTED 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


The ever-growing chain of ex- 
clusive Health Spot Shoe Shops 
requires the selection of experi- 
enced men who are capable of 
conducting a successful retail 
business. 


If you qualify, you will be placed 
in charge of an exclusive Health 
Spot Shoe Shop, drawing a regu- 
lar salary and sharing liberally 
in the profits of the store. 


Your own ability to make an in- 
telligent presentation and follow 
through with careful, accurate 
fittings, will build you a fine fol- 
lowing of satisfied customers. 


It’s easy to build a profitable 
future. A recent coast-to-coast 
survey disclosed that more than 
70% of Health Spot buyers are 
repeat customers and their 
friends, and new customers 
brought in through prescrip- 
tions. As the store’s volume in- 
creases, profits go up and so 
does your income. 


Are YOU 
the man 
we are 
looking 
for? 


The two major requirements 
are retail shoe selling ex- 
perience and a thorough knowl- 
edge of orthopedic shoes and 
correct fitting. Ambition, a will- 
ingness to work hard, good 
health and a pleasing personal- 
ity are also essential. 


If you have these aualifications 
and can furnish satisfactory ref- 
erences as to chara*ter and past 
employment, send for an appli- 
cation blank today! 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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... BETWEEN THE HEEL 
AND THE BALL 

To carry its load success- 

fully, the shank, like a 

bridge, must be firmly 
anchored. In the fiddle 

shank a slot in the heel portion 
allows it toextend back well under 
the heel seat. When the heel is 
permanently attached the fiddle 
shank is firmly anchored. Results 
with the fiddle shank: greater 
foundation strength — more free- 


dom in upper design—shoe twist- 
ing eliminated. 


Shaded area shows why 
additional anchorage is 
obtained with the fiddle 
shank. 





Only the fiddle shank 
can extend beyond this 
point. 





UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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THIS WEEK 


Saturday, March 8, 


1941 


IN THE SHOE TRADE 


National News 





1941 Midwest Shoe Fair Plans Announced 





E. E. Held to Serve as Chairman of Committee for Sixth 
Annual Show in Cincinnati, June 8-10, 1941 


CINCINNATI—The sixth annual Mid- 
west Shoe Fair will be held on June 
8, 9, and 10, 1941, at the Netherland 
Plaza Hotel, Cincinnati, according to an 
announcement by E. E. Held, general 
chairman of the committee. 

Although retailers and manufactur- 
ers alike have acclaimed the Midwest 
Shoe Fair as one of the most success- 
ful, attractive and important sectional 
shows since its inception, advance regis- 
tration figures today substantially ex- 
ceed those recorded on the same day in 
any previous year. Registrations have 
been received from more than 150 
manufacturers from all important shoe 
manufacturing centers and additional 
requests for sample rooms are being 
received regularly. 

This fair has served as a buying cen- 
ter for the East, Middle West and 
South for the last six years and retail- 
ers from over twenty states have again 
given assurance of their interest in this 
convention due to its central location, 
timeliness, accessibility and the diversi- 
fication of its lines. Ease of buying, 
due to the few distractions of the 
planned program, has always been im- 
portant to shoe men attending the fair 
and this idea is again being kept in 
mind during the arranging of the pro- 
gram. 

Retailers remember the novel fea- 
tures of the style shows of the past 
years and already are asking what fur- 
ther innovations they may expect at the 
1941 show. W. E. Newbold, who origi- 
nated the style shows as a part of the 
Midwest Shoe Fair program, is again 
serving as chairman of this committee. 
Serving with him on this committee 
are: E. S. Horwitz, Henry Momper, 
Robert Nunn, J. S. Stern, and F. X. 
O’Brien. 


The personnel of all committees is 
now complete and has been announced 
by Chairman Held as follows: 


E. E. HELD 


General Chairman, Midwest 
Shoe Fair Committee 


Registration Committee: Henry 
Momper, chairman; Al Schloemer, Al 
Klinkicht, Irving Hanig, Art Douglas. 

Local Publicity Committee: Milton 
Rubinson, chairman; Herman Harri- 
son, Morris Edwards, A. M. Sandke. 

National Publicity Committee: Ira 
Longini, chairman; Julian Marks, 
Maurice Pleatman, Dan M. Cohen, L. 
C. Beutel, Guy Spring, August Levy, 
Louis Ostrov, Frank Allen, and Hugh 
Bowen. 

[TURN TO PAGE 42, PLEASE] 


N.S.T.A. Membership 
Drive Under Way 


Boston, Mass.—Jeff Larson, chair- 
man of the membership committee of 
the National Shoe Travelers’ Associa- 
tion, announces that the 1941 drive, 
now under way, already is bearing 
fruit, and that a large number of new 
members have been enrolled. His aim, 
he reports to headquarters, is to en- 
roll every traveling shoe salesman in 
the country. 

Mr. Larson was also chairman of 
this same committee in 1940 and the 
results he obtained were flattering. 
Through his efforts and through the 
cooperation he received from affiliated 
associations and individual members, 
an excellent job was done. 


Plan for Northwest 
Convention 


SEATTLE, WasH.— Northwest Shoe 
Retailers’ Convention will be held at 
the Olympic Hotel, July 8 to llth. The 
announcement was made at a meeting 
of the Seattle Shoe Retailers held at 
the Gowman Hotel. 

Chairmen of committees for the mid- 
Summer event are A. Y. Drain, regis- 
tration; A. G. Kopriva, membership; 
John Knudsen, dinner-dance; Mrs. A. 
Y. Drain, ladies’ reception; Morris 
Cronkhite, publitity; Jack Conley, golf; 
C. H. Griffith, president of the Seattle 
Shoe Retailers, reception; Norman J. 
Klasgye, luncheon. 


W. J. Kleese with Haggerty 


Los ANGELES, CALIF.—W. J. Kleese, 
who was at Bullock’s downtown store, 
and previously was assistant shoe buy- 
er at Scruggs, Vandervoort & Barney, 
St. Louis, is now buyer and manager 
of the J. J. Haggerty & Co., shoe de- 
partments. 








Featured in leading fashion 
magazines at *2.” per pair 


OUR PRICE ¢ 00 
TO YOU.. 18.2: dozen (less 3%) 


WORN WHEREVER 


PEOPLE PLAY 


SMART becouse each pair is an original model. No two 
* pairs of genuine STEERHIDE HUARACHES are 
ever woven with the same pattern and design. 


because they are woven of soft leather 
COMFORTABLE, s, with loose heel straps and air- 
conditioned against summer heat. 


CONVENIENT, decowse there ore We in shipping. 


Do not be « 
on inferior Mexican sandals “case lot" 
quotations and "Deferred Shipments.” 
insist upon the genuine steerhide Huar- 
ache shipped when and as you want 
them. 
Natural beige leather only 
ALL SIZES FOR MEN AND WOMEN FROM 3 to 14 
Nerrow, Medium, and Wide Lasts. 


THE 
MEXANDAL 


$718.°° 


Per Doz. 


with medium cuban heel, ankle tie straps and 


Smartly 
open toes. COLORS: Natural beige or pure white leather. 


Women's sizes 3 to 8. 


The QLD MEXICO SHOP 


SANTA FE-- NEW MEXICO 
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Style Show at the Ritz 


These three attractive models displayed the newest 

in Spring dresses, shoes and accessories at a recent 

style showing at the Ritz-Carlton, New York. Shoes 
shown in the exhibition were by I. Miller. 


N.S.R.A. Style Conference Plans 


BBECAUSE of the closing of important fashion centers 
in Europe, it is believed that the coming Style Confer- 
ence, under the direction of the National Shoe Retailers 
Association, conducted jointly with the Showing of 
American Leathers by the Tanners Council of America 
at the Waldorf-Astoria Hotel, New York, March 31 and 
April 1, will have greater significance than ever before. 
It is pointed out that it will be the first gathering of 
leading authorities to discuss fashion trends for the Fall 
and Winter seasons of 1941. 

The fashion information that is developed at this 
conference, relating to shoes in particular, forms the 
basis upon which the association’s Official Shoe Style 
Forecasts are made. And the fact that so many of the 
industry’s leading designers and fashion authoritics 
participate in the conference, has resulted in an ex- 
tremely high degree of accuracy in the official forecasts. 
Manufacturers and retailers have learned to rely on 
these forecasts as a most dependable guide in making 
their plans for the seasons ahead. 

The opening program of the Style Conference will 
be staged in the Starlight Roof of the Waldorf-Astoria 
Hotel, at 10 a. m., Monday, March 31. L. E. Langston, 
executive vice-president of the National Shoe Retailers 
Association and general chairman of the Style Confer- 
ence, has announced that all details for the openi.g 
program and plans for carrying on the work of te 
various committee meetings are now complete. A ‘e- 
tailed announcement will appear in a later issue. 
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Our Industry’s Contribution 


[CONTINUED FROM PAGE 15] 


and retail branches, as well as appliance manufac- 


turers, have devoted to the development of good fitting | 


shoes, and shoes and appliances to serve the requ’re- 
ments of other than average feet. 


sons.” It calls for the regulation of what it terms 


‘unsound therapeutic claims for shoes and appliances” | 


ihrough the Federal Trade Commiss on. 

The Bureau of Home Economics of the Department 
f Agriculture has sponsored considerable work of an 
educational character in the interest of consumers. 
What action will be taken in compliance with the recom- 
mendations contained in this confidential report sub- 
mitted by its investigator on shoes in relation to foot 
health remains to be seen. It would be most unfor- 
tunate, not only for the shoe industry but for the public 
as well if the splendid progress which shoe manufac- 
turers and merchants have made in the direction of 
better foot fitting were to be halted through bureav- 
cratic regulation. 
freedom of enterprise, both in manufacturing and re- 


tail ng is suspended or encroached upon under the guise | 


of national defense, the danger of regulation which is 
not only unfair but unintelligent is ever present. Shoe 
men, both individually and through their organiza- 
tions, should resist efforts to deprive them of their 
legitimate function of fitting feet which are not average 
feet, and which because of this fact require special 
feature shoes or shoe appliances. To require these cus- 
tomers to accept average shoes or be compelled to seek 
telief only through a profession that admittedly has 
not greatly interested itself greatly in their behalf would 
seem a short sighted approach to the problem. It could 
scarcely be regarded as a pos'tive contribution to the 


solution of the problem of foot health, toward which | 
the shoe industry has made such splendid progress. | 


Dinner clog of early Chinese inspiration of black 


silk Barathea, Chinese scroll in black satin. 
Photo courtesy of International Silk Guild. 


In this connection, | 
the report charges that the handling of foot problems | 
by practical shoe men is “costing foot sufferers mil- | 
lions of dollars a year in ineffectual efforts of treat- | 
ment and menaces the foot health of millions of per- | 





In times of emergency, when the | 
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“TANDEM BROGUE" is 
made of Timber Tanned 
Woodland Calf... a 
rugged, hand boarded, 
newly perfected tan- 
nage that is soft, mellow 
and comfortable... will 
not contract nor expand 
with weather changes 
... repels moisture... 
gives better ventilation 
... improves in appear- 
ance with age. This 
smart pattern fully illus- 
trates the superior 
craftsmanship and bet- 
ter values that are 
steadily expanding 
Taylor-Made sales .. . 
and circle of satisfied 
customers. 


TANDEM BROGUE 


an early Spring 
promotion pattern 
that is selling heavily 
... one of 150 
Taylor-Made numbers 
in stock 


O-SO-EZ-E 
No. 5012 
IN-STOCK 


$4.35 
2% thirty days 


ADVERTISED IN 


MARCH 31 


Write today for our new in-stock catalog 


E. TAYLOR 


CORP 


MASS 


BOSTON 
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Workshoes 


Sn TAEN'S & BOYS’ WORK SHOES 


KEENE, a, 





—-* i i il 


Jodhpurs—Riding Boots 





JODHPURS 


$1.50 
A, B and © Widths 
RIDING 
BOOTS 








New York, N. Y. 





{Innersoles 





If the customer treats them rough, 
Newflex Insoles have the “‘stuff.” 











Connors Resigns 
From Beck Store 


Boston, Mass.—Thomas J. Connors, 
president of the Boston Retail Shoe 
Guild, and one of the best known shoe 
retailers in the city, has resigned as 
manager of the A. S. Beck store at 158 
Tremont Street, and has been succeeded 
by Milton Grossman, of New York City. 
Other than a short vacation, Mr. Con- 
nors has made no plans for _ inime- 
diate futnre. : 
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Elected President of 
Brauer Bros. Shoe Co. 


Str. Lours—A. J. Brauer, Jr., is one 
of the members of the younger genera- 
tion of shoe manufacturers who has 
won his spurs through careful train- 
ing and hard work. Known as Max 
to his many friends in the trade, he has 
recently been elected to the office of 
president of the Brauer Brothers Shoe 
Company, St. Louis. 

At the age of 13 Max started work- 
ing in his father’s factory after school 
and on Saturdays. After attending 
Washington University School of Com- 


A. J. BRAUER, JR. 


merce and Finance, he entered the fac- 
tory in 1934 and worked in different 
departments. He was then put in charge 
of buying. In 1937, he joined the sales 


’ force and for three seasons represented 


the company in the Central Southern 
territory. In 1939, Max came back into 
the executive end of the business, where 
he took charge of leather buying and 
advertising. For the six months prior 
to his being elected president he served 
as the company’s general manager. 
Only 26 years of age, Max thus be- 
comes one of the youngest heads of a 
shoe manufacturing enterprise in the 
United States. 

At the recent meeting of the stock- 
holders and directors of Brauer 
Brothers, Inc., the corporate name was 
changed to the Brauer Brothers, Shoe 
Co. At the same time an office of chair- 
man of the board was created and A. 
J. Brauer, Sr., was chosen to fill this 
position. Fred Wagner was elected first 
vice-president; Roy Sundling, second 
vice-president; E. A. Weaver, secretary, 
and Al Ruhl, treaswrer. 

Upon assuming the presidency} A.J. 
Brauer, Jr., stated that the future suc- 
cess of the company would depend, as 
before, upon a sou alert and hard- 
working organiza. 

<2 








Juvenile Buyers! 


REPLACE LOST CUSTOMERS 
THIS WAY! 


Every week some of your regu- 
lar customers graduate to adult 
sizes. And—every week as 
many youngsters step from 
Mrs. Day’s ideal Soft Soles 
right into juvenile departments 
where Mrs. Day's Flexible 
Walking Shoes are sold. 


The reputation for dependabil- 
ity and value established by 
Mrs. Day’s ideal Baby Shoes 
brings many a new customer to 
the juvenile department which 
features Mrs. Day’s. Flexible 
Walking Shoes — replaces the 
customers lost to adult depart- 
ments. For complete informa- 
tion on this certain way of 
maintaining your annual sales 
volume—write 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 























Detroit Retailers to 
Elect Officers 


Detroit, Micu.—Detroit Retail Sho 
Dealers’ Association will start off its 
official year with the annual election of 
officers early in March, in a meeting to 
be held at Cliff Bell’s Cafe. Campaign 
for increased membership is being 
launched in connection with this meet- 
ing. 

Following the business meeting, th: 
Association will turn, a week later, to 
a major social event with a St. Pa'- 
rick’s Day party on March 17, at North- 
wood Inn. A large attendance of shoe 
travelers is expected for this event. 
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Contracts Awarded 
For Army Shoes 


Boston, Mass.—T went y-two shoe 
manufacturers have been awarded con- 
tracts to make 1,827,000 pairs of army 
service shoes as the result of bids sub- 
mitted and opened at the local Army 
Base on February 17. Announcement 
of the awards was made March 1. Bid 
invitations called for 1,600,000 pairs, 
and alternate bids on service shoes with 
rubber, instead of leather soles, were 
asked on half this quantity. Bids on 
rubber-soled shoes, however, were ig- 
nored, contracts call for leather-soled 
footwear, and the quantity has been 
stepped up about fourteen per cent. 
The Army always reserves the right to 
inerease or decrease any stated quan- 
tity by not more than 25 per cent. Suc- 
cessful bidders are: 

J. F. McElwain Co., Nashua, N. H., 
75,000 pairs at $3.05; Endicott Johnson 
Corporation, Endicott, N. Y., 122,000 
pairs at $3.20; Charles A. Eaton Co., 
Brockton, Mass., 225,000 pairs at $3.25; 
International Shoe Co., St. Louis, 240,- 
000 pairs at $3.26; Ascutney Shoe Co., 
Hudson, Mass., 36,000 pairs at $3.275 
and 15,000 at $3.30 and 15,000 at $3.35; 
Doyle Shoe Co., Brockton, Mass., 50,000 
pairs at $3.275; Daly Bros. Shoe Co., 
Boston, 36,000 pairs at $3.29 and 36,000 
at $3.87; E. J. Givren Shoe Co., Rock- 
land, Mass., 36,000 pairs at $3.33 and 
15,000 pairs at $3.37; Hubbard Shoe 
Co., Rochester, N. H., 36,000 pairs at 
$3.35; Craddock-Terry Shoe Corpora- 
tion, Lynchburg, Va., 75,000 pairs at 
$3.35; R. P. Hazzard Co., Augusta, 
Me., 36,000 pairs at $3.35; Belleville 
Shoe Mfg. Co., Belleville, Ill., 50,000 
pairs at $3.36; Ansin Shoe Mfg. Co., 
Athol, Mass., 36,000 pairs at $3.36; 
Shelby Shoe Co., Salem, Mass., 40,000 
pairs at $3.36; Joseph M. Herman Shoe 
Co., Boston, 100,000 pairs at $3.37; 
Weyenberg Shoe Mfg. Co., Milwaukee, 
80,000 pairs at $3.37; Hill Bros. Co., 
Hudson, Mass., 36,000 pairs at $3.37; 
A. R. Hyde & Sons, Cambridge, Mass., 
36,000 pairs at $3.38; Brown Shoe Co., 
St. Louis, 240,000 pairs at $3.38; A. G. 
Walton & Co., Chelsea, Mass., 50,000 
pairs at $3.38; Allen-Squire Co., Spen- 
cer, Mass., 75,000 pairs at $3.38; and 
Leonard & Barrows Shoe Co., Middle- 
boro, Mass., 36,000 pairs at $3.39. 

The Hood Rubber Co., of Watertown, 
Mass., has been awarded a contract to 
make 1,250 pairs of arctic-type over- 
shoes for use by army nurses at a flat 
price per pair of $1.00. 


Finstein to Manage 
Department 


BurraLo, N. Y.—Harry Finstein, 
well-known Buffalo shoe man, for the 
past 10 years with the Koren Stores 
of Buffalo, has been named manager of 
the shoe-and rubber department of the 
Buffalo Wholesale Dry Goods Co., 79-83 
Ellicott Street. Mr. Finstein is also a 
Member of the Greater Buffalo Shoe 
Retailers’ Association. 


Partnership Dissolved 


RocHEster, N. Y.— Adolph Winter- 
roth and Raymond DeMallie, who have 
conducted a family shoe store at 357 
Driving Park Avenue for a number of 
years, have dissolved partnership. The 
business will hereafter be conducted by 
Mr. Winterroth along lines which have 
made it successful while Mr. DeMallie 
is retiring from the firm. 

The name has been changed to the 
Park Boot Shop. 


Jacobson Joins 
A. Sandler & Co. 


Boston, Mass.—Effective March 1, 
Clarence N. Jacobson became vice- 
president and general merchandise 
manager of A. Sandler & Co. of this 
city, specialists in sports footwear. Mr. 
Jacobson was, for the last six years, 
buyer of shoes for Jordan Marsh Co. 


CLARENCE N. JACOBSON 


of Boston, a position to which he was 
promoted after serving six and one- 
half years as assistant buyer. Mr. 
Jacobson is an alumnus both of Har- 
vard University and the Harvard Grad- 
uate School of Business Administra- 
tion, from the latter of which he 
graduated in 1933. He will devote his 
efforts to coordinating the many depart- 
ments of this fast-growing business 
and to the servicing of the company’s 
retail accounts. 

“Of particular value to the latter,” 
says a statement issued jointly by Jack 
Sandler, president of the company, and 
Sam Sandler, treasurer, “will be Mr. 
Jacobson’s complete knowledge of 
modern retail methods, markets and 
distribution. A careful analyst of 
merchandising trends and thoroughly 
conversant with shoe manufacturing, 
styling and selling, he should prove a 
valuable addition to the executive 
staff.” 








| 





MILWAUKEE 


FOOT HEALTH WEEK 


Use the week of April 21- 
26 to establish your store 
or department as a com- 
munity leader in the Foot 
Health Movement. How? 
By promoting your X-Ray 
Fittting Service as Foot- 
Health Insurance! 


Offer customers and prospects 
Free X-Ray Foot Examinations 
during Foot Health Week. Send 
special invitations to parents of 
young children, to Parent-Teach- 
ers Associations, Health Author- 
ities, Athletic Teams, Military 
Reserve Units and similar groups. 
The dividends? Better foot-health 
and comfort for your patrons... 
valuable word-of-mouth adver- 
tising and better “sales health” 
for your store. 


PLAN NOW FOR 
YOUR BIG WEEK 


You can have your X-Re 
Shoe Fitter for Foot Heal 
Week and Easter ( Without 
increasing your capital 
investment) if you act 

romptly. E-x-t-e-n-d-e-d 

erms if you wish. Write 
today! 





— 


roars 
X-RAY’ 


SHOE FITTER ac. 


3533 NORTH PALMER STREET 
‘ WISCONSIN 





Innersoles 





Repeat sale are the life of trade, 
Use Newflex when the shoes are made. 





Riding Shoes 


oo oo rer 


FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 


“JMCONNELL 7 
> a c U has 


TRAIMTREE MA 


Se Ore 


St. Louis Jobs 


SF ee 





UPSTAIRS 
SHOE BUYERS 








Samples submitted to well-rated accounts. 


M. K. WEIL SHOE CO. 
1326 Washington Ave. St. Louis, Mo. 
“While in Town See Weil” 





New Play Shoe House 


New York—Making a new line of 
play shoes, Kenneth Keyes has taken 
an entire floor at 12 West 31 Street 
and is turning out 180 pairs a day. In 
another week or two he expects to have 
stepped up production to 500 pairs a 
day. This new enterprise will not in- 
terfere in any way with Mr. Keyes’ 
other style connections. 
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Casual Types for Mother and Daughter 


“They're in Fashion Now,” said the display card in this interesting Franklin 
Simon (Fifth Avenue, New York) window, featuring Bramley Juniors for Mother 


and Daughter, a line of soft, 


toe moccasins of Brogandi. 


Simple displays 


of popular styles like these attract a lot of attention and help to stimulate sales 
on seasonable types of footwear. 





Boston Boot and Shoe Club 
To Meet March 19 


Boston, Mass.—The Boston Boot and 
Shoe Club will hold its 301st dinner- 
meeting since its organization in 1888 
on Wednesday evening, March 19, at 
the Copley-Plaza Hotel. Dr. Henry 
Gerald, internationally famous mystery 
and mental scientist, will present a pro- 
gram of magic, hypnotism and telep- 
athy. Any member of the New England 
industry who would like to attend this 
fourth dinner-meeting of the current 
season and witness Dr. Gerald’s pro- 
gram, will be welcome. The president 
of the club, Francis B. Masterson, will 
preside at this meeting and will act as 
toastmaster. 


Iowa Travelers 
Plan Convention 


Des Mornes, Ia.—Following their 
shoe fair at the Chamberlain Hotel, 
here, March 9 and 10, the Iowa Na- 
tional Shoe Travelers will sponsor a 
convention some time the early part 
of June, followed by another shoe show 
in November. 

New officers for the Iowa Shoe Tra- 
velers are as follows: President, H. D. 
Stanford; first vice-president, Frank 
Meissner ; second vice-president, Adolph 
H. Brown; secretary, E. R. Caudle; 
treasurer, C. F. Payton. 

The committees, as appointed, who 
will serve for the entire year, are as 
follows: 

Membership: H. E. Barton, chair- 
man; Howard Kerstine and J. W. An- 
derson, Jr. 


Publicity and Education: Harold 8. 
Marple, chairman; A. C. Robertson and 
A. N. McKay. 

Reception and Entertainment: Car! 
Ortlund, chairman; George W. Davis 
and E. J. Gallagher. 

By-laws and Legislation: C. W. 
Busby, chairman; J. E. Wm. Prescott 
and E. J. Gallagher. 

Employment: W. M Griest, chair- 
man; Con Quinn and O R. Blechinger. 

Reservations: Howard Kerstine, 
chairman; Ed Oschner and I. A. Hall. 

It is. also planned by this group of 
officers and committees to effect a re- 
organization of the Iowa Shoe Retail- 
ers with an invitation extended to any 
retailers outside of Iowa who do not 
have a state organization. 


Bullets for Britain 


RocHESTER, N. Y.—Albert B. East- 
wood, chairman of William Eastwood 
& Son Company, shoe retailers, has 
promised one dollar’s worth of ammuv- 
nition for every gun collected by th« 
Monroe County American Legion, to be 
sent to England for use in defenss 
against invasion. 

The Legion sent out a county-wide 
call for guns, small arms, ammunitior 
and other war materials. County Com 
mander Anthony V. Cotroneo said that 
attics are expected to yield a large num 
ber of rifles, revolvers, shotguns, binoc 
ulars, swords, steel helmets and othe 
materials. 

If possible, Cotroneo said, the gun 
should be accompanied by ammunitior 
In cases where they do not, Mr. East 
wood will make up for the deficiency 
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Mantfield 


THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
BY MASTER CRAFTSMEN ONLY 


IN STOCK 


ALL WIDTHS 
ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


325 ARCH STREET 
PHILADELPHIA, PA. 


Write for 
Catalogue 


Miami Shows Its Styles 
[CONTINUED FROM PAGE 21] 


other. The next collection highlights 
the slim silhouette. A third stresses the 
harem skirt, Grecian side drapery, sar- 
ong influence or the tunic skirt with its 
new uneven hem line. Most of the col- 
lections are emphasizing two colors for 
evening—black and beige. The cover-up 
theme is also important, carried out in 
long-sleeved jackets or short-sleeved 
gowns. The first of the Celanese style 
shows for Miami Beach and Palm 
Beach, under the direction of Miss Mar- 
shall Adams, introduced all: three of 
the season’s trends. A new idea was the 
British-American beach costume of 
white jersanes, adorned with the 
crossed flags of both nations done in 
tiny glass beads. Over this was worn a 
full length, flowing white cape, lined 
one-half in red, the other in blue, and 
carrying an appliqué design of white 
Stars. This was the work of Mme. 
Delia, a London refugee, former court 
dressmaker. The “midnight dip” showed 
how to transform a swim or tennis suit 
into a glamorous evening gown, or vice 
versa. A full, cleverly draped brassiére 
with sarong effect shorts in matching 
green print can be worn in the water. 
A 12-gore white sharkskin skirt, the 
gores extending to the bust line where 
the green bra forms a yoke, turn the 
eostume into a dance frock. The hem 


RETAILS AT $500 


No. 1563 
Black Kid and 


N 





line is finished with a full dust ruffle of 
the green print which petticoats when 
the wearer walks. 


Shirtmaker Styles in the Lead 


For daytime frocks the shirtmaker 
model is still leading. Soft materials 
and heavy draping are much in evi- 
dence. There were two rules at this 
show; if the material is soft, drape it. 
If it is of a heavier weave, use lots of 
it to hang in graceful folds. Bead 
work, spangles and embroidery were 
much in evidence, as were also hand- 
blocked and painted effects. There was 
much combining of colors. Tangerine 
and blue were frequently seen. White 
was always accented with color. The 
red, white and blue theme was intro- 
duced in many ways. A red dress would 
have the two contrasts in trim or ac- 
cessories. A blue frock would be trim- 
med in red and white. 

A recent fashion show sponsored by 
Saks was exotically colorful from the 
first beach wear suits to the final glam- 
orous evening gowns. Knitted suits, 
dresses and fitted coats were shown for 
afternoon. One of the most exciting 
costumes shown was a gold suit with 
green kid buttons worn with a green 
print Shantung hat and matching bag 
and gloves. 

At the Surf Club Show, sponsored by 
Jay Thorpe, many new black models for 
evening were shown in both slim and 


COM FORTABLES 


. and you will understand why 
many of America’s leading stores 
feature Bellaire’s COMFORTABLES 
and Bellaire’s SENSIBLES, year after 


year. 
P 


We do not claim that Bellaire Shoes 
will perform miracles for your busi- 
ness or for your customer. The plain 
fact is that they sell easily because 
they look well and fit well. And 
because Bellaire Shoes are comfort- 
able, they build repeat business 

for you and loyal, satisfied cus- 


tomers for your store. 


WRITE FOR 
SPRING 1941 CATALOG 
OF IM STOCK STYLES 


in White Kid— AAA to EEE 


BELLAIRE SHOE COMPANY. PORTLAND, ME. 


F HOLMES. STICKNEY 6 WALKER. IN 


bouffant styles. Most dramatic was a 
sheath line black gown with a very wide 
white ruffle cascading down the side 
from waist to hem. 

All the shows are featuring hand 
embroidery and blocked effects. At one 
presentation three full skirts of white 
faconné chiffon worn one over the other 
were shown. The top one was hand 
blocked and hand painted in a long, 
slender leaf motif, with the broad end 
at the top so that its greenness gradu- 
ally appeared to fade into white near 
the hem. The bodice was of green. 
Another gown shown elsewhere had a 
voluminous white chiffon skirt, painted 
with huge green palm fronds. 

The South American influence was 
felt in a full royal blue taffeta skirt, 
ruffled at the hem line, a red flowered 
chiffon blouse and very wide crushed 
belt or sash of red. 

Capes, elbow and hip length for 
afternoon and floor length for evening, 
have been introduced in practically 
every show so far this season. The natty 
military cape, of a style which might 
have been lifted direct from a cadet’s 
shoulders, is an original Miami fashion 
and has met with tremendous approval, 
especially for the races. 

Colors are definitely not the soft, flat- 
tering pastels of last season. Instead 
they are beautiful, bizarre and vibrant, 
without the flashy harshness that would 
ruin them for the average woman. 
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Sandals 
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FINE 
HANDMADE 
Casuals 











Children's Shoes 


8 er eee, 1 28 er 


Dr. C. A. Haines 
Shoes for Children 


IN STOCK 
BAS Re 


eco. Si! 
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Moccasins 


a re cane ee 
TRAIL MAKER MOCCASINS 
fer MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
fram Coasi to 
Coast by lead 
ing merchants. 
e 
18 STYLES 
IN-STOCK 
All popular colors 
and combinations 
SEND 
FOR CATALOG 
SACO-MOC SHOE CORP. "esti avo 





New York Ofice—Room 430 Marbridge Bldg. 
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Obituaries 


Maurice Fitzsimons 


Fonp pu Lac, Wis.—Maurice Fitz- 
simons, 77, owner and manager of 
Fond du Lac’s oldest and largest shoe 
store and president of the Wisconsin 
Shoe Retailers’ Association, died re- 
cently after being stricken in his store. 

Maurice Fitzsimons, Sr., established 
nearly a century ago the shoe store 
which his son owned and operated until 


MAURICE FITZSIMONS 


his death. Recognized as a leader in 
the boot and shoe trade, Mr. Fitz- 
simons had been engaged in the busi- 
ness for the last 62 years. 

Mr. Fitzsimons, who was long active 
in the affairs of the shoe retailers’ 
association and served as a member of 
its board of directors for many years, 
was a past president of the Fond du 
Lac Association of Commerce. He also 
served as treasurer of the Fond du Lac 
County Agricultural Society for 20 
years and had been its president and 
vice-president. He represented the As- 
sociation of Commerce on the first com- 
mittee appointed in Wisconsin to attend 
a hearing in Detroit on the Great Lakes 
waterways project. He had served as 
a member of the public library board 
and was a member of Calvary Cemetery 
Association. 

Mr. Fitzsimons was a charter mem- 
ber of the Fond du Lac Rotary Club. 
Other organizations with which he was 
affliated included the Knights of 
Columbus, the Catholic Knights of Wis- 
consin and the Elks. A student of Irish 
literature, Mr. Fitzsimons had collected 
numerous volumes on Ireland. He was 
a member of a reception committee to 
welcome Eamon de Valera, president of 
the Irish Free State, upon his visit in 
Chicago. 

Survivors are a sister and a grand 
niece. 





COLOSSAL 


CORDAY 


“CORDEL” 


C6036—BLACK $2.40 
C6038—BLUE $2.40 
C6040—BROWN $2.40 


ALSO FEATURED IN A SYMPHONY OF 
STYLES—A RIOT OF COLORS— 


OPEN AND CLOSED BACKS—HIGH— 
CUBAN—AND SPRING HEELS. 


Send for our Multi-Color Catalogue 





illustrating Mexican Shades— 
Ombres - Pastels 


HANNAHSON S 


HAVERHILI 











Shoe and Leather Men 
Air Crash Victims 


ATLANTA— Among the passengers 
who lost their lives in the crash of an 
Eastern Air Lines plane near Atlanta 
on Wednesday of last week were Repre- 
sentative William D. Byron, of Mary- 
land, formerly connected with W. D. 
Byron & Sons, Inc., of Williamsport, 
Md., and Allan Lebowitz, chief shoe 
buyer for Butler, Inc., Atlanta. 

Representative Byron was on a 
pleasure trip to Mexico City, where he 
was to have been a guest of Ambas- 
sador Josephus Daniels. He had been 
a member of Congress since 1939 and 
last year defeated Walter Johnson, 
noted baseball pitcher, who was the 
Republican candidate for the seat. He 
was 45 years old. He enlisted as a 
private during the World War and was 
later commissioned a first lieutenant. 

Mr. Lebowitz, who was 34 years old, 
was graduated from the University of 
Iowa and was formerly a buyer for the 
Wise Shoe Company, in New York. He 
had been a resident of Atlanta for two 
years. He was flying back here fron 
a New York buying trip. 


John Jergo 


Detroit, Micuo.—John Jergo, 57, whv 
had operated a Detroit shoe store a 
7110 Harper Avenue for a number o° 





One ®ft=me =< 
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Dates to Remember 


Allied Shoe Products and Style Ex- 
hibit, Belmont Plaza Hotel, New 
York. March 30, 31, April 1, 1941 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 


Hotel, New York. 
March 31, April 1, 1941 


Introduction of Fall Footwear Fash- 
ions, St. Louis Shoe Manufac- 
turers Association, Hotel Penn- 
sylvania, New York. 

May 4, 5, 6, 7, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
May 8, 9, 


Central States Shoe Fair, Sponsored 
by Joint Travelers and Retailers 
Associations, 
Chicago, Ill. 


Morrison Hotel, 
June 1, 2, 3, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, Ho- 
tels Statler and Parker House, 
Boston, Mass. June 2, 3, 4, 5, 1941 


Sixth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincin- 
nati, Ohio, June 8, 9 and 10, 1941. 


Tri-State Shoe Mart, Pennsylvania 
Shoe Traveler« Acsociation, Wm. 
Penn Hotel, Pittsburgh, Pa. 

July 6, 7, 8, 1941 





years, died recently at West Palm 
Beach, Fla., where he was recuperating 
after a long illness. A native of Czecho- 
Slovakia, he was a community leader 
in Detroit, and the founder and long 
a director of the Slovak Home Asso- 
ciation. Interment was in Mount Olivet 
Cemetery. 





York Retailers Meet 


Yorx, Pa.—Twenty members attend- 
ing the February meeting of the York 
Shoe Retailers’ Association last week 
heard John P. Connelly, proprietor of 
the Golden Rule, speak on dress indus- 
tries. Mr. Connelly said that America 
is no longer dependent on foreign styles 
and that the American dress designers 
are filling every need of the dress in- 
dustries. He told of dressmaking, crea- 
tion of styles and the distribution to 
retailers. 

The shoe retailers of York are con- 
ducting a campaign to collect wearable 
shoes for York’s community distribu- 
tion center. Barrels were placed in 
front of the stores asking for men’s, 
women’s and children’s footwear to be 
turned over for York’s needy. The cam- 
paign is similar to one held recently 
for aid overseas. 

Willis Gilbert, vice-president of the 
group, who was in charge of the ses- 
sion, announced that the next meeting 
will be held March 31 in Bear’s Shoe 
Department. 





$5.00 PRIZE-WINNING 


Ret Peeves 


OF SHOE SALESMEN 


Submitted by: Mr. Russell Waggoner 
513% S. Corancahva St.... Corpus Christi, Texas 


J. “The customer who arrives with a chorus of helpful friends. 
No. 1 says, “Too matronly.’ No. 2 remarks flatly, ‘I don’t like it.’ 
‘Not quite your type, dear,’ volunteers No. 3.” 


2. “But they all agree on Scuffless ‘Pyraheel.’ And that goes for 
all ages, including young rumba fans!” 


You can avoid complaints by specifying 
Du Pont Scuffless “‘Pyraheel’”’ plastic heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra — 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your nezxt order. 





HOW TO WIN $5.00 


Shoe Salesmen —Send in your “Pet 
Peeves” like the two above. For every 
set used, Du Pont will pay yeu $5.00. 
In case identical ‘peeves’ ore submit- 
ted by more than one person, the $5.00 
will be paid for the pair received first. 
E. 1. du Pont de Nemours & Co. (inc.), 
Plastics Depertment, A -lington, N. J. 
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$1.65 No. 092 All Tan 
Genuine Leather | 
Trimmed Throughout 
— | 
$1.85 | 
WILBUR K. FOSTER, HAVERHILL, MASS. 
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1941 Midwest Shoe Fair 
Plans Announced 


[CONTINUED FROM PAGE 33] 


Finance Committee: George Dohr- 
man, chairman; John Schwarz, Ben 
Kessen, Frank Weber. 

Program Committee: Harry Lasky, 
chairman; Charles Longini, Ben Gard- 
ner. 

Re-eption Committee: Florence 
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Sales of Owner-Operated Shoe Stores 


Current Statistical Service, Bureau of the Census, Washington, D. C. 
January, 1941 


-Dollar Sales————— 





Number 
or 
Phd 
States by Regions he 


vs. 


vs. 
Jan., '40 Dec., '40 


-—~Per Cent Change—, 
Jan.,'41 Jan., 41 


January, January, December. 
1941 1940 1940 





+12 


—32 $2,068,751 $1,830,302 $3,032,087 





+13 


167,448 





288,948 488,031 





425,948 633,098 
112,844 179,842 
69,118 102,916 
97,578 121,507 
73,848 117,020 
72,560 111,818 





127,339 186,383 





Dist. of Columbia ..... 
Virginia 

West Virginia 

North Carolina 

South Carolina 





East South Central 
Kentucky 


Mississippi 





West South Central 


188,421 





180,898 





Washington 

Oregon 

California 
Chicago, Illinois ......... 
Los ‘Angeles, Calif........ 
Port'and, Oregon 
St. Louis, Missouri 
San Francisco, Calif 
Seattle, Washington 


615,301 546,361 758,725 
72.724 62,406 89,130 
52,003 46,614 51,043 

490,574 437,341 618,552 
30,748 32,116 31,617 
84,416 74,435 85,766 


188,210 





* Insufficient data. + Less than 0.5 per cent. 





Guenzer, chairman; Jack Rappe, Sig- 
mund Cohen, Jack Hyman, and Elmer 
Lentz. 


To Manage Branch Store 

Los ANGELES, CALIF.—C. E. Ams- 
baugh is now manager of the Wether- 
by-Kayser Wilshire Boulevard branch 
store. He comes here after making a 
successful record as shoe buyer for the 
A. L. Moody Co., Fargo, N. D. All 
buying will be done at the main store, 
as heretofore. 


Bid on Nurses’ Arctics 


Boston, Mass.—Identical prices on 
1250 pairs of cloth-top arctics for 
army nurses were asked by two com- 
panies at the bid opening held at the 
local Army Base on February 25. The 
Hood Rubber of Watertown, Mass., and 
the United States Rubber Co., of Nau- 
gatuck, Conn., each bid $1.00 per pair 
net. The latter, however, guaranteed 
100 per cent delivery within 30 days, 
while the former specified 20 per cent 
in 30 days and the balance within the 
next 30 days. 
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The dependable way to insure neat, trim appear- 
ance and comfort in shoes of these types is to 
combine rigid heel and shank construction with 
. true forepart flexibility. 
They can be as light and airy as you please — 
open at the toe, or heel, or both — but they 
*\ must have adequate support in the shank. 


t's the shank portion that has to be strong a 
U K INSOLES provide maximum stren 
where vit is needed most. : 
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Moccasins 
MOCCASINS 
Men's, al 
$1.00 up 
IN STOCK 
Styte 98148 Send for NEW 
THE ARNOFF SHOE COMPANY, INC. 
101 Duane Street New York, N. Y. 
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Shoe Dressing 
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KEEPS BUCK 





SELL 
WITH 
SHOES 


CAVALIER 
POLISHES 


BALTIMORE 




















Esart Store to Move 


Boston, Mass.—The J. L. Esart 
Company, which for many years has 
operated a men’s shoe store at 46 Boyls- 
ton Street, selling Johnston & Murphy 
shoes exclusively, has announced that 
in March it will move to a new location 
at 292 Washington Street, in the Old 
South Building. This is the location 
given up recently by the Nettleton 
store, which is now a department of 
Scott & Company, men’s furnishers, at 
340 Washington Street. Extensive al- 
terations are being made. 

















“Specializing in a shop devoted ex- 
clusively to her needs makes it possible 
to offer her as many as 25 styles in 
sport shoes and as many in dress styles. 
It is possible to devote a complete win- 
dow to each type. Thus no matter what 
a girl’s taste or in fact what her whim 
may be, we have a shoe to show her and 
to satisfy her. The general family shoe 
store can at best afford to show only 
five styles at a time in a window and 
most can carry few more than that. 

“The growing girl as we think of her 
is from 12 to 16 years of age, although 
our customers’ ages run from 10 to 20. 
We have many in the college age class 
and also many women who like our wide 
and varied selection of low-heeled sport 
and dress shoes. However, it is the teen 
age girl whom we are catering to and 
serving. She is harder than a woman 
to sell, because she has some very defi- 
nite ideas about style, and yet at the 
same time must be fitted in special 
type shoes. Very often she comes shop- 
ping with her mother, a situation which 
is in itself a problem, as the girl has 
one idea as to what she would like and 
the mother has her ideas as to what she 
thinks the girl should wear. 


Importance of Correct Fit 


“We have found, through a number 
of experiments, that if we can please 
the girl as to style and satisfy the 
mother as to fit, we have won a lasting 
customer. We emphasize the importance 
of correct fit and will not sell a girl 
unless we can fit her. By this we estab- 
lish ourselves with the parent. How- 
ever, it is there that our appeal to the 
parent ends. If we play up to the girl 
in style, she will come back again and 
again. If she wants high style, give it 
to her in the last and the height heel 
that is correct for her, but give her 
style. 

“This is often difficult, since the 
mother will often insist that the girl 
take a conventional and sensible style 
of shoe. However, I have found that a 
remark, ‘Let her pick out her own shoe, 
she’s old enough,’ usually settles that 
point. For, if you please the mother 
you generally displease the girl. But if 
you please the girl as to style, you have 
played up to her vanity, have given her 
a feeling of importance in selecting her 
own shoes, and have won a friend. It 
is important to remember that she 
doesn’t want to be sold, she wants to 
buy.” 

Although originally the shop was 
vnlanned chiefly for the young girl, Mr. 
Brooks has found that he is also an- 
swering the needs of many older women 
who prefer to wear low heel shoes and 
who at the same time also like style. 
Because his shop has such a wide range 
of styles to offer them rather than a 
limited selection he has found that he 
ean also cater to their needs and de- 
sires. 
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Growing Girl’s Foot Needs Special F itting 


[CONTINUED FROM PAGE 20] 











The shop carries a good representa- 
tion of heel styles, including 8/8, 11/8- 
13/8, 15/8, and even up to 19/8 for the 
more advanced girl, but there the heel 
heights stop. The entire shop places 
emphasis on the feminine. It is done in 
an attractive and dainty color scheme 
with a blue ceiling, light colored figured 
wall paper on two walls and striped 
on the other and coral and blue leather 
upholstery. Each girl purchasing a 
pair of shoes for the opening was also 
given her choice of a gift especially 
adapted for the teens, such as a com- 
pact, a set of desk books, or a diary. 


Spread the News 


[CONTINUED FROM PAGE 17] 


needed. This is an excellent time to 
discover for yourself the benefits and 
blessings of foot care and properly 
fitted shoes. 

Don’t wear old, run-down shoes for 
work, or discarded “dress-up” shoes. 
Your feet need the support of good 
shoes, correctly fitted, for work. 

Consider weight, occupation and pur- 
pose when buying shoes. Buy the best 
shoes you can for work and have them 
properly fitted. 

The right last for your feet carefully 
fitted, even in an inexpensive shoe, will 
serve foot health requirements better 
than a more costly shoe incorrectly 
shaped or fitted. 

Exercise and rest in proper propor- 
tions are important. Slippered relaxa- 
tion for those who walk or stand a 
great deal; plenty of walking for those 
who sit at a desk or bench all day. 

Cleanliness is a basic need. Enclosed 
almost all day in a nearly air-tight 
covering, rubbed and thumped, as so 
many feet are, the sweat and oil glands 
pour out their oily secretions. A warm 
bath, change of shoes and stockings, 
help feet to “breathe” again. 

Those who stand at their work will 
find great comfort in a mid-day change 
of shoes. 

Avoid high heels, or any shoe con- 
struction or condition that prevents 
standing properly with body weight 
distributed evenly on the weight- 
bearing points of both feet. 

Avoid shoes that pinch or cramp the 
feet; sufficient room is important. If 
soles are not roomy, allowing free play 
of the foot, muscles are weakened, bones 
of the arch are shifted from normal 
position, bunions result and the toes 
have a tendency to over-lap. The foo' 
will become weak, deformed, painful. 

Keep your feet fit for work. You’!! 
do your job better and enjoy yourself 
far more when it comes time for play. 
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Official Two-Color POSTERS 
for National FOOT HEALTH WEEK 


i! a ORDER NOW: 


. 





= 


8h »> [7A These compelling, colorful 


Sedat oa 
N. NAL * posters are a necessary part 
oremnar * of your Foot Health Week 

| A 
ft HEALTH * promotion! 


rae aot WEEK * Use them in your window displays and 


ry. Pp RIL 21T0 26x for store decoration. Use them in the 
gh a aS windows of vacant stores. Use them in 
, conspicuous spots all over town. They 


uw: \ will give a final, powerful tie-up in any 
£ well-planned promotion program. 
, wD gd 4 Why not place a quantity order for all 
; 4,* , ‘ a stores in your community cooperating in 
Pa National 
FOOT HEALTH WEEK 
April 21st to 26th 


These official Posters are BLACK and GREEN 


on heavy offset paper, size 17 x 22 inches 


5 for $2.00 100 for $18.00 20 for $4.50 
10 for $3.00 (WE PAY POSTAGE) 30 for $6.00 





MATRICES OF SIX 
FOOT HEALTH WEEK 
ILLUSTRATIONS 


POSTERS R. E. ANDRUSS—BOOT AND SHOE RECORDER 

100 East 42nd Street, New York 
SHIPPED Please send us FOOT HEALTH WEEK POSTERS, 
FLA T and............SETS of matrices of FOOT HEALTH WEEK $1.50 
ILLUSTRATIONS. 

» Check (or Money Order) enclosed, or il C.O.D. Included are reproduction 
plus postage. of Foot Health Week Pos- 
ter in two sizes, and four 
Address other timely illustrations 
for your 


"Hie" sSouibe’Dttamt GE Ueee cease | © FOOT HEALTH WEEK 
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SALESMEN WANTED 





LINE WANTED 





WANTED TO PURCHASE 








Texas and Oklahoma 


A well-known manufacturer of women's 
feature shoes (Nationally advertised, 
$6.50 to $7.00 price field, large Stock 
Department) will have an opening fall 
season Texas and Oklahoma. Fair amount 
established business. Want salesman ex- 
perienced in territory, preferring single 
man around 35. Line ready May ist. 
Want to hire salesman who could spend 
two weeks in April at factory to study 
line thoroughly. If you are now em- 
ployed you can write us with perfect 
confidence. Please submit complete de- 
tails as to experience in first letter. 
Photo if possible. 





Address 70, care BOOT & SHOE RECORDER 
1627 Leeust St., St. Louis, Mo. 











SALESMEN FOR Maine, New Hampshire, and 
Vermont on commission for a com line of 


gous ow Children’s and Growing Girls’ 
n stock. Give ‘tall details and refer- 
ences. Address rene 764, care Boot & Shoe aap Gender, 
100 East 42nd Street, New York, N. 





SS WANTED for Virginia, North 
and South Carolina; another for 

. Florida, to sell Nationally known 
P Priced In-Stock Line of Ladies’ Novel- 
ty Footwear. Require services of salesmen now 
on territory who can sell our line in ae 
with Lee my: line. Give road selling ex- 
Fi. caret Sy of line now selling. Address 
71, care Boot - | 100 East 42nd 
Street, New York, N. 





SIDE LINE SALESMAN WTD. 





Be WANTED: By highly experienced sales- 

established clientele in Virginia, West 
Virginia, North and South Carolina. Address 
258, care Bows & Stee Recorder, 100 East 42nd 
Street. New York, N. Y. 


SALESMAN, experienced, wishes to represent 
Shoe iesetuctaver for Connecticut or New 





England. References exchanged. Address $72, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





INE WANTED FOR PACIFIC COAST. 
Well known shoeman who has occupied im- 
portant positions as shoe buyer and also as 
sales representative on the Pacific Coast is desir- 
ous of securing representation of a good line of 
afternoon shoes or town footwear, together with 
a Playshoe jes. Can furnish very best of ref- 
erences. Address $77, care Boot & Shoe 
seoeeeer, 100 East 42nd Street, New York, 





FOR SALE 


FoR SALE: Well established family shoe 
store in Connecticut. Reason for selling— 
Ill health—and no other. Address £69, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 


350 PAIRS Men’s Sport Shoes, all. sizes. 
Carried over from last season. Job 
price $1.65 pair. FORTUNE SHOE HAT 
SHOP, JACKSON, MISS. 











WANTED TO PURCHASE 


SHOE STORE WANTED: Established Shoe 

Store, write details; will assume lease (con- 
fidential). Will entertain cash transaction. Ref- 

erences upon request. Address $75, care Boot 

€ as os. 100 East 42nd Street, New 
or 








ATTENTION RETAIL 
COMMISSION MEN 
All territories 


Fast moving line of American made 
Rope Sole Play and Beach Shoes 
will 1 be in stock, April 10th. 
Salesman will be assisted by inten- 
sive advertising campaign. 


Address complete information as to 
lines carried, territory covered and 
references to— 

ROPE SOLES, INC. 
274 Madison Avenue, New York City 














S!DELINE SALESMEN FOR SLIPPERS: 
Beach Sandals, Men’s, Women’s and Chil- 
dren’s. All territories available. priced 

ise. Address $74, care Boot & Shoe 
| ah 100 East 42nd Street, New York, 














WANT TO BUY small, exclusive, yp 
shoe de 


rt- 
ment store. Address $76, care Rg 8 
Recorder. 100 East 42nd Street, y York, 





HELP WANTED 


Pgsttee OPEN for Assistant Manager in 
New Jersey store specializing in Junior Foot- 
wear. Unusual opening for Man or Woman 
capable of Increasing volume. Salary and 
bonus. Give complete history, salary wanted, 
etc. Address $73, care Ss Recorder, 
100 East 42nd Street, New York, N. Y. 








WANTED SHOES ON 
CONSIGNMENT 


MAgoragruene WANTED to igs in 
Men’s, Women's age Cu a Good Shoes 
Consignment. business, but 

went expansion. For hee i - Address 

268, care Boot & S “Recorder, 100 East 42nd 

Street, New York, NW. Y. 








WE BUY 
Entire or Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Fiorsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Boe- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 


rBViN | SuEin 


se Reade _ Gor" or Chureh 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 


FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 








Unusual references on request. 
















Buyers of Surplus Stocks 


stocks of shoes 
eT Et 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


‘106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUYERS OF 


MAN CP AOST EES e— SST AILERS 
SURPLUS STOCK 


we er for aah srpan or comnts ste sate 
Generous prices. 
Write, wire or phone. 


BARSH & CEASAR 
19 N. Fourth St. Philadelphia, Pa. 
Phone Market 1666 














New Firm to Make Play 
Shoes and Slippers 


SoupEeRTON, Pa.—A new corporation, 
to be known as Peerless Footwear, Inc., 
has been formed here to manufacture 
play shoes and house slippers. The fac- 
tery, occupying about 25,000 square 
feet in a modern four-story building, 
is now in operation. 

The new firm will be represented in 
their New York office at 43 West 34th 
Street, by Morris Lippert and Milton 
Haas, who will take care of complete 
sales and purchases for the company. 














For all other classified 
desired twelve words should be added for the address. In 


The rate for advertisements is $5.00 an inch with » maximum of 46 words. 
Classified advertising is payable in advance. 
SP” Abierdemments fer Gils pase metet be ts cur New Yeck elles on Friday of the week preseding publication. “WS H 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed a 
75 cents. advertisements the rate is 7 cents per w 


dvertisements. Mini- 
Minimum charge, $1.25. 
all other cases each word of the 
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Ball Cushion 


[CONTINUED FROM PAGE 30] 


women are strained. This is due in 
the main to faulty shoe proportions or 
fitting, especially is this the case with 
reference to the ball-area. It is safe 
to conclude that to the question, “Of 
what part of the foot the average 
woman is most conscious?” the reply 
from them would most unhesitatingly 
be, “The ball part of the foot.” It is 
the bane of the average woman’s walk- 
ing existence. 

A recent statement attributed to Dr. 
Lenna Means of the Rockefeller Wo- 
men’s Health Foundation with refer- 
ence to women’s apparel is challenging: 
‘We get more complaints about shoes 
than about everything else put to- 
gether.” The chiropodist finds the 
greater part of his attention directed 
about the ball-area of the foot of his 
patients. Women in general are dis- 
tressed with that part of the foot. The 
problem, be it mechanical or func- 
tional, is usually traced back to some 
form of shoe abuse in the greater ma- 
jority of cases. The failure to provide 
for those ordinary, natural protective 
and preventive measures as a normal 
requirement of any shoe, which ever 
remains a factory problem, has played 
havoe with the human foot. Therefore, 
the first and serious concern of both 
the shoe fitter and likewise the cus- 
tomer centers about the ball-area of 
the foot. 

It is primarily this part of the foot 
that early impressed me with the basic 
need of some easy solution through the 
shoe itself. A maximum degree of 
comfort as a prime requirement should 
be embodied in every shoe proportional 
to the type and style chosen, especially 
by the woman consumer. 

As a result of many years of office 
practice, research and intensive prac- 
tical experimentation in a multitude of 
cases, a new ball-cushion idea has been 
developed by me. The ball-cushion 
(explained in X-ray diagram) sup- 
plies that missing link and fills up that 
gap and empty space found in every 
woman’s shoe between the ball of the 
foot and the ball of the shoe. The 
higher the heel the more exaggerated 
the empty space and, therefore, the 
greater the need for the ball-cushion. 
It meets the normal, basic and ordi- 
nary requirements of the whole ball 
area of the foot. 

The ball-cushion problem cannot be 
overestimated in importance in fashion 
shoes; with the very thin sole which 
needs the maximum protection and full 
cushioning effect. 


In a high-heeled shoe the ball area 
of the foot is least able to bear the 
added body weight. The higher the 
heel of the shoe worn the greater is 
the shifting of the body weight from 
the heel to the ball part of the foot 
or metatarsal arch, composed of the 
heads of the metatarsals. This trans- 
ference of body weight acts injuriously 
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Handbags for Consignment 








CONSIGNMENT— 
HANDBAGS FOR CONSIGNMENT 
TO RETAIL FOR $1.00 TO $2.00 
Here is om 
SSS Ceamlttet weer tar Sete 
NEW YORK LEATHER GOODS 
300 W. Adams St., Chicago, Ill. 











on the foot structures at that region. 
The metatarsal pad idea, as used to- 
day, has not been able to correct or 
prevent that defect. It is used in the 
main as a corrective so-called or ortho- 
pedic element. This pad finds its loca- 
tion usually back of the heads of the 
metatarsals. The innumerable shapes, 
sizes, thicknesses and variations of 
these pads are most indefinite and con- 
jectural. The high point of elevation 
of these pads is usually found back of 
the third head and, often back of and 
between the third and fourth meta- 
tarsal. 

The principle on which the ball- 
cushion idea rests is novel and unique. 
It is a distinct and essential discovery 
for the easement of the human foot. 
It is in coordination with the bony 
skeleton of the foot at the metatarsal 
region, which rests upon this ball- 
cushion naturally. Essentially, the use 
of the ball-cushion in the shoe is pro- 
tective and preventive. It is equally 
effective during the physiology of walk- 
ing, or in standing, or with the foot 
in the shoe at rest. The ball-cushion 
balances and distributes body weight 
proportionately over the entire ball or 
metatarsal area of the foot, thus tend- 
ing to eliminate functional, mechanical 
defects and strain. It provides a maxi- 
mum degree of comfort to this vital 
part of the foot before unknown; fully 
solves the metatarsal problem: 

The ball-cushion is an exact dupli- 
cate of the soft-ground ball area im- 
print of a relatively good bare foot— 
a natural requirement and a prime 
necessity. The cushioning of that part 
of the foot, in a great measure, sup- 
plies that happy substitute of tissue 
protection so ample in the child’s foot, 
but owing to the many abuses incident 
to modern civilization, seems to be 
greatly reduced in adult life. Indeed, 
we find instances where the heads of 
the metatarsals are almost denuded of 
tissue and without protection. 


Joins Brown Shoe Co. 
As Designer 


St. Louris, Mo.—Miss Elinor Bohle 
is closing her office in the Louderman 
Building, 317 North Eleventh Street, 
here, where for the past four years 
she has done free-lance shoe designing, 
to join the Air Step Division of the 
Brown Shoe Company to design exclu- 
sively for that concern. 


MERCHANTS’ NEEDS 








A 
“PLA-ZURE TRED” 


Reg. U. S. Pat. Of. 


FEATURE 


AN 


\ 


Fe 
7 i a 
Cae 


A metatarsal cushion made of shock sbsorb- 
ing sponge compound. Genuine, pliable leather 
top and adhesive bottom. 

Packed in cellophane envelope, sizes 1, 2, 3. 
Medium size 2% x 2% x \% thick. 

Price $1.50 per dezen pair. 
RATCLIFF PRODUCTS & SALES COMPANY 
COLUMBUS, OHIO 











TIT AY LDP 
oh e Re Shar ng De 
bat Alter Shoes to Fit 


Abnormal Feet 


~ 





DUNDE SHOE RE-SHAPING DEVICES. IN¢ 


753 irole St., Los Angeles, Cal. 


Style Control Plan 
Held Unlawful 


WASHINGTON, D. C.—Efforts of the 
Fashion Originators’ Guild of America, 
Inc., to eliminate style piracy through 
registration of new creations was held 
to be unlawful by the Supreme Court 
of the United States in a decision an- 
nounced Monday. The opinion, deliv- 
ered by Justice Black, stated that the 
members had combined in an attempt 
to regulate and restrain interstate com- 
merce in violation of Federal law.” 

“The aim of the combination,” Jus- 
tice Black added, “was the intentional 
destruction of one type of manufacture 
and sale which competed with guild 
members. 

“The purpose and object of this 
combination, its potential power, its 
tendency to monopoly, the coercion it 
could and did practice upon a rival 
method of competition, all brought it 
within the policy of the prohibition de- 
clared by the Sherman and Clayton 
acts.” 

This legislation prohibits combina- 
tions which restrain interstate trade. 
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California Has Its 
Fashion Futures 


[CONTINUED FROM PAGE 22] 


with a suntan souffe de soie bodice that 
brought first gasps then thunderous ap- 
plause from the audience. 

In the moving picture group, Adrian 
showed CLEAN CUT—a crisply-tai- 
lored wool with an inspired treatment 
of stripes in three tones, and SUM- 
MER EVENING, a dream-dress of 
mousseline trimmed with thousands of 
hand-made mousseline loops. 

Neatest trick of the show was How- 
ard Greer’s VENETIAN BLIND, in 
two colors, with a patented pleated 
skirt that the model switched about so 
that it turned first palest beige, then a 
deep café au lait. To match this last 
costume, the Hollywood shoe designer, 
Cerf, worked for weeks to make a shoe 
that would change about, but had to 
give up in despair after 36 trials and 
failures. However, Cerf designed some 
really beautiful shoes for several of 
the Hollywood costumes, mostly pumps 
with exquisite detailing. A suede swim 
suit was a spectacular feature of the 
“Back Yard” scene. 

The models described above were 
breath-taking and dramatic, but the 
FASHIONS from the Los Angeles 
market were the ones to watch. They 
were significant; they set a trend; they 
will sell. Most important trends were 
the narrower skirt, frequently slit, low 
slashed necklines, draping tunics, dol- 
man sleeves. Many capes were shown 
and long full coats appeared frequent- 
ly over play-clothes. These, and softly 
draped lounging clothes, called “Cab- 
ana costumes,” formed the largest and 
most typical California group. With 
them were worn many draped turbans, 
and an infinite variety of leisure foot- 
wear ranging from low-wedge canstruc- 
tions to rockers and the high wedges 
that seem destined for renewed popu- 
larity. 

Outstanding shoes were: a woven 
gold kidskin sandal on a high rocker 
sole, worn with a pair of dinner-at- 
home slacks; a soft leather, hand- 
made type accompanying a costume of 
Indian inspiration; another woven 
shoe of saddle leather, on a high wasp 
wedge studded with gold metal; a bril- 
liant green duck low wedge with hand- 
fringed trim and matching bag, worn 
with a blouse of wide green and white 
stripes. 

Significant notes were struck by 
“Mr. and Mrs.” and “California 
Cousins”. . . two sets of matching out- 
fits, as their name implies. All four 
models wore brown gabardine slacks. 
One couple appeared in tan suede sport 
jackets, while the other wore golden 
doeskin jackets. Identical shoes in 
colors matched to the jackets but 
trimmed with contrasting calf forecast 
a Summer fashion and suggested pro- 
motional possibilities for “Back to Col- 
lege” promotions next Fall. 
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Wilts ‘ook Liter Because The 


SMARTEST SHOES ON THE ChitttHtd 


Finest Leathers From A Great Tannery 
Are “Reserved For Johnsonian™ sme 


bas 


“CAREFUL selection of even this finest leather 


and more careful cutting assures tips, 
vamps and quarters of uniform weight and color. This is 
typical of Johnsonian's extra core, which gives extra 
smartness and quolity to Johnsonian Shoes.” 








‘k; A 
irst pick” of the upper leathers of a great tannery are WY  8706—White Buck Bal, 
reserved exclusively for Johnsonian Shoes. That’s why | feta, Auton 
Johnsonian uppers have that cleaner, smarter look. Greater , J Finish, Oak Sole, Grain 
. ° es ° pe ° ° ° A, Insole, Rubber Heel, 
care in cutting, skiving, pinking, stitching, and backing up Sanitized, Goodyear 
: " > Wet. A, B, C, D, 
make Johnsonian a standout for quality. Sanitized. \ <SS5 io 


JOHNSONIAN DIVISION as oe 


ENDICOTT-JOHNSON + NEW YORK CITY - ENDICOTT, N. Y. - ST. LOUIS, MO. 
“WHAT'S BEHIND 


po , _ me $400 ni . 
America’s Outstanding Line of Men's Shoes Retailing at THE JOHNSONIAN LABEL 
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